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ABSTRACT
Th is study explores the re la tive level o f im portance o f custom er- 
to -custom er re la tionsh ips in  de term in ing perceptions o f good value in  
three types o f restaurants. Overall, the find ings ind ica te  th a t custom er 
behaviors and characteristics are no t as im p o rta n t as the restauran t 
a ttrib u te s  investigated in  the 1992 N ational R estaurant Association 
price-value study. However, the find ings suggest th a t custom er 
co m p a tib ility  factors become more im p o rta n t as average check 
increases. P lus, some segments o f the popu la tion  perceive 
co m p a tib ility  a ttribu tes  as very im portan t. F u rth e r investigation o f 
co m p a tib ility  m anagement appears w arranted i f  m ore com petitive 
service environm ents are to be created.
I l l
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CHAPTER I
INTRODUCTION
Introduction
The purpose o f th is  study is  to measure and evaluate the  level o f 
im portance o f custom er-to-custom er re la tionsh ips and in te rac tio ns , in  
term s o f custom er com patib le /incom patib le  behaviors and 
cha racte ris tics, in  de term in ing custom ers’ price-value perceptions a t 
d iffe ren t types o f re s ta u ra n t operations. The research design p a rtia lly  
replicates the 1992 N ational R estaurant Association (NRA) survey and 
extends th a t survey to  inc lude  the custom er com patib le /incom pa tib le  
behaviors and characte ristics identified  by P ranter and M a rtin  (1989, 
1993). The NRA survey iden tifies  the restau ran t a ttrib u te s  w h ich  are 
im p o rta n t to custom ers’ overall value perceptions a t d iffe re n t types o f 
re s ta u ra n t operations, b u t does not include custom er co m p a tib ility  
factors.
Custom er com patib le /incom patib le  behaviors and 
cha racte ris tics , concern ing custom ers’ perceptions o f o the r 
custom ers, are believed to  be cruc ia l to custom ers’ 
sa tis fy in g /d issa tis fy in g  perceptions o f the service experience and 
service q u a lity  (Baker. 1987; P ranter and M a rtin . 1989. 1991). 
A lthough  stud ies address custom er com patib le /incom patib le  behaviors
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
and characteristics, and suggest th a t these factors can enhance o r 
in h ib it the  service experience, no studies have shown th e ir re la tive  
level o f im portance compared to o ther a ttrib u te s . Even in  the  studies 
o f custom er expectations and value perceptions in  the purchase o f a 
service, these factors have no t been appropria te ly included (cf. Cadotte 
and Turgeon, 1988; NRA, 1992; Lee. 1992). T h is  study, therefore.
■will provide the  in it ia l d ire c t evidence o f the  re la tive  level o f 
im portance o f custom er-to- cu stom er re la tionsh ips and in te ractions.
A n investiga tion  o f the connection between price-value 
perceptions and custom er com patib le/ incom patib le  behaviors and 
cha racte ris tics is  o f considerable in terest. P rice-value perception has 
been recognized as p laying a cruc ia l role in  custom ers' buying  
behaviors in  various service sectors, such as the h o sp ita lity  in d u s tiy  
(Bernstein, 1992; Cooke. 1989; Hasek, 1992). autom obile  in d u s tiy  
(Cortez. 1992), re ta il stores (Thayer. 1991). and c lo th in g  in d u s try  
(Reda. 1992). A  favorable price-value re la tionsh ip  is  a key fo r service 
firm s  to ga in com petitive advantage. Overall, value, as defined by 
custom ers, represents a com plex equation w h ich  inc ludes several 
com ponents, such as price, qua lity , needs, and expectations (Shapiro 
and Associates. 1985). Because o f its  com plexity, value m ay be 
perceived in  m any d iffe ren t ways by custom ers, based on a w ide 
va rie ty  o f a ttrib u te s  (Zeitham l. 1988). Because custom er 
com patib le /incom pa tib le  behaviors and characte ris tics m ay affect the 
custom ers’ sa tis fa c tion /d issa tis fa c tion  w ith  a service, these 
co m p a tib ility  factors w ill u ltim a te ly  affect custom er value perceptions.
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W hen evaluating a service, custom ers tend to  perceive 
custom er-to-custom er in te ractions as p a rt o f the service experience 
(P ranter and M a rtin . 1989). Custom ers also tend to  use price 
in fo rm a tion  as a key extrins ic cue fo r perceived value in  m aking 
purchase decisions (Aaker and Ford. 1983: Ze ithm al. 1982). D iffe ren t 
p rice  levels are linked  to  d iffe ren t expectation levels (Zeitham l. 
Parasuram an and B erry. 1990: Shaw, 1992). Therefore, exam ination 
o f custom ers’ price-value perceptions in  term s o f custom er 
com patib le /incom pa tib le  behaviors and characte ristics can help 
service firm s  realize the  level o f im portance o f custom er-to-custom er 
re la tionsh ips and in te ractions and be tter understand custom ers’ 
a ttitude s  tow ard th e ir purchasing behaviors.
In  a d d ition  to  id e n tify in g  the re la tive im portance o f custom er- 
to -custom er re la tionsh ips and in te ractions and provid ing a b e tte r 
understand ing  o f custom ers’ purchasing behavior, th is  study w ill 
provide a num ber o f o ther benefits. F irs t, the research reveals a 
va luable  source o f in s ig h t in to  price-value perceptions regarding 
re s ta u ra n t experiences. By provid ing  be tte r price-value perceptions to 
custom ers, restaura teurs can gain a com petitive advantage in  th e ir 
respective m arkets (NRA. 1992).
Second, th is  study can offer in fo rm a tion  to  help restaura teurs 
allocate th e ir resources more effectively and e ffic ie n tly  by p lacing  less 
em phasis on those services th a t do no t con tribu te  to  custom er value 
perceptions. In  add ition , restaura teurs can d iffe ren tia te  th e ir 
p roducts by offering value-added elements.
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T h ird , data from  th is  exp lora tory study m ay help to  expand the 
concepts o f custom er-to-custom er re la tionsh ips and in te rac tio ns  in  
the  lite ra tu re  concerning custom er service expectations. A  s tudy o f 
service q u a lity  conducted by Parasuram an, Berry, and Ze itham l (1991) 
id e n tifie s  five dim ensions o f custom ers’ service expectations: (1) 
“re lia b ility ”-the  a b ility  to  fu lf ill the pledged service: (2) “ tang ib les”- 
the  physica l appearance o f fa c ilitie s  and personnel: (3) 
“ responsiveness’’-th e  readiness o f employees to help custom ers 
p rom p tly : (4) “assurance"-the sk illfu ln e ss  and politeness o f 
employees: and (5) “em pathy” -the  d isp lay o f caring  and a tte n tio n  to  
custom ers. However, the aspect o f custom er-to-custom er 
re la tionsh ips and in te ractions was n o t included, ye t could be another 
d im ension o f custom ers’ service expectations because it  is  a  “rea l and 
w idespread" phenom enon m  the service environm ent and has a 
po ten tia l im pact on custom ers’ sa tis fa c tion /d issa tis fa c tion  w ith  a 
service (M artin  and Pranter, 1989, 1991).
In  sum m ary, th is  study is designed to evaluate and determ ine 
the  level o f im portance o f custom er com patib le /incom pa tib le  
behaviors and characte ris tics in  co n trib u tin g  to custom ers' 
perceptions o f service q u a lity  and service experience. The re s u lt can 
provide restaura teurs w ith  a m ore com plete understand ing o f 
custom er price-va lue perceptions in  re s tau ran t experiences. The 
s tud y  also can help restaura teurs allocate resources m ore effectively 
and e ffic ie n tly  by p rovid ing  ins igh ts in to  w hat factors custom ers 
consider as more im p o rta n t and w ha t factors they could care less
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
about. P lus, once the level o f im portance o f custom er-to-custom er 
re la tionsh ips and in te ractio ns is determ ined, these re su lts  can serve 
to  expand the concept o f service dim ensions in  term s o f custom er 
expectation.
Concern w ith  the problem  o f custom er-to-custom er 
re la tionsh ips and in te ractions is re la tive ly  new, a lthough  the top ic has 
been evolving fo r some tim e  and is  re lated to  the m anagem ent and 
m arke ting  o f services, in  general. In  the services m arke ting  
lite ra tu re , e.g., custom er-to-custom er re la tionsh ips and in te ractions 
have been recognized p a rtia lly  as an aspect o f the physica l 
environm ent (Baker, 1987). In  th is  regard, custom er-to-custom er 
re la tionsh ips and in te ractio ns are emphasized in  term s o f crowding 
s itua tions w h ich  can in fluence custom ers’ buying behaviors and 
decision-m aking in  re ta il stores (Kotie r, 1973; M a rk in , L illis , and 
Narayana, 1976; Baker, 1987; Bateson and H u i, 1985; Grove and F isk, 
1982). P ranter and M a rtin  (1989, 1991) m ore fu lly  recognize the 
in te ractions between custom ers as an in teg ra l p a rt o f the  service.
They extend the concern o f custom er-to-custom er re la tion sh ips and 
in te ractions beyond ju s t the  physical environm ent and emphasize no t 
on ly the  effect on custom ers’ service experiences b u t on ways to  
manage these re la tionsh ips, as w ell. Toward th is  end, M a rtin  and 
P ran ter (1989) in trodu ce  the  concept o f “ co m p a tib ility  m anagem ent," 
w h ich  is  defined as follows:
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A  process o f firs t a ttra c tin g  homogeneous consum ers to 
the service environm ent, then active ly m anaging bo th  the 
physica l environm ent and custom er-to-custom er 
encounters in  such a way as to  enhance satisfying 
encounters and m inim ize d issa tis fy ing  encounters, (p.7)
M a rtin  and P ranter (1989) also ind ica te  th a t a lthough the 
m arketing  lite ra tu re  fa ils  to adequately address the concept o f 
custom er co m p a tib ility  and its  m anagem ent, three in te rre la ted 
schools o f th o u g h t have provided background fo r the top ic: m arket 
segm entation, consum er p a rtic ipa tion , and re la tionsh ip  m arketing. 
These three m arke ting  schools o f th o ug h t con s titu te  the m ajor fram e 
o f reference fo r the  developm ent o f the concept o f com pa tib ility  
m anagem ent. M arket segm entation can he lp to group people w ith  
s im ila r needs and problem s, w hich in  tu rn  can increase the 
co m p a tib ility  between custom ers. The m anagem ent o f custom er 
com patib le behavior and characteristics is  thereby enhanced.
C ustom er p a rtic ip a tio n  w ith in  the service encounter creates uncerta in  
outcom es w h ich  affect the evaluation o f the perform ance o f the actua l 
service and presents a d ive rs ity  o f challenges (Bowen and Larsson, 
1989). A  service system  can be designed and coordinated to 
encourage, teach, and fac ilita te  com patib le behaviors among custom ers 
once they a rrive  in  the establishm ent. T h is  com patible service 
environm ent can lead to the developm ent o f long-term  and con tinuous 
re la tionsh ips w ith  custom ers, know n as re la tionsh ip  m arketing. A
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com patib le service environm ent enhances the im pression o f a firm  
and its  representatives and helps to cu ltiva te  long-term  re la tionsh ips 
w ith  custom ers. The re la tionsh ips between custom ers, service 
providers, fro n t-lin e  employees, and other custom ers are a ll enhanced 
(M artin  and P ranter, 1989).
A lthough  the three schools o f though t do no t describe the 
im pa ct o f custom er-to-custom er re la tionsh ips and in te ractions on the 
custom ers’ perceptions o f service environm ents, the successful use o f 
these re la tionsh ips by management has been suggested in  several 
stud ies. In  food service establishm ents, when custom ers are w a iting  
in  lin e , the  encouragem ent o f conversations between them  can reduce 
boredom  and shorten the  perceptions o f w a itin g  tim e (P ickw orth, 
1988). U sing custom ers as m entors has been found to make other 
custom ers more com fortable and confiden t and enhances la te r 
in te rac tio ns  w ith  custom er-contact employees. W oodside and Taylor 
(1976), fo r example, p o in t ou t the in fluence o f the  “Purchase Pal" on 
buyer behavior in  re ta il stores. Bowers, M artin , and Luker (1990) 
describe the fun ction  o f a “buddy o f the day" in  a daycare center as 
he lp ing  a new ch ild  adapt to the organization. They also show th a t 
custom ers could be sales o r prom otiona l integrates, who in te ra c t w ith  
prospects and enhance positive interfaces between prospect and 
contact employee. In  sum m ary, a ll three o f these stud ies ind ica te  the 
im portance o f custom er-to-custom er re la tionsh ips and in te ractio ns. 
F u rth e r investiga tion  o f the level o f im portance o f these re la tionsh ips 
w ou ld  appear to be necessary and essential.
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R estaurants can be a good source o f data fo r exp loring custom er- 
to -custom er re la tionsh ips and in te ractions. The effect o f custom er-to- 
custom er in te ractions m ay be substan tia l in  re s tau ran t s itua tions 
(M artin  and P ranter, 1989). R estaurants involve service environm ents 
w ith  the  p a rtic u la r characteristics o f close physica l p ro x im ity  and 
shared-consum ption—tw o factors w h ich  heighten the like liho od  o f 
com pa tib ility  concerns. Patrons o f restaurants can easily observe and 
be in fluenced by the behaviors o f other patrons. The na tu re  o f the 
in fluence is  im p o rta n t because the perceived custom ers' behaviors 
form  a m ental re a lity  th rough  w hich fu tu re  buying decisions are based 
(Baker, 1987).
The NRA survey provides a good fo rm at to explore the level o f 
im portance o f custom er-to-custom er re la tionsh ips and in te ractions. 
The in te n t o f th is  study is  to  p a rtia lly  rep licate the NRA survey (1992), 
w ith  the  ad d ition  o f custom er co m pa tib ility  factors to  determ ine and 
evaluate the level o f im portance o f co m p a tib ility  factors in  co n trib u tin g  
to  consum ers' perceptions o f good value in  a re s ta u ra n t experience. In  
the  NRA survey (1992), price-value perception is  u tilize d  as an 
in d ica to r o f custom ers’ expectations from  restauran ts. Custom ers are 
asked w hether the value they receive fo r the price they pay a t three 
types o f restauran ts "exceeds, " "meets," o r "fa lls  below" th e ir 
expectations. By adding the com pa tib ility  factors in  the survey, the 
ro le o f these factors can be determ ined.
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Objectives o f This Study
The m a in  problem  o f concern in  th is  study is  to measure and 
evaluate the  level o f im portance o f custom er-to-custom er re la tionsh ips 
and in te ractions, in  term s o f com patib le /incom patib le  custom er 
behaviors and characte ristics, in  m eeting custom ers’ expectations fo r 
good value in  re s tau ran t experiences. The objectives o f the  s tudy are 
to :
1. Evaluate custom er com patib le /incom patib le  behaviors and 
cha racte ris tics  w ith  regard to re s tau ran t s itu a tio n s  th a t are considered 
b y  custom ers to  be im po rta n t determ inants o f value a t the price they 
pay fo r a re s tau ran t experience.
2. Compare custom er co m p a tib ility  a ttrib u te s  w ith  the 
re s ta u ra n t a ttrib u te s  iden tified  in  the 1992 NRA survey to determ ine 
the  re la tive significance o f th e ir effects on the perception o f value fo r a 
re s ta u ra n t experience.
Propositions
Based upon the foregoing d iscussion, the fo llow ing propositions 
can be draw n according to the model presented by W allace (1979):
P roposition 1: Custom er com patib le /incom patib le  behaviors and 
cha rac te ris tics  are im p o rta n t in  de te rm in ing  custom ers’ perceptions 
o f good value in  res tau ran t experiences.
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P roposition 2: Custom er com patib le /incom patib le  behaviors and 
characte ris tics can enhance or in h ib it custom ers' perceptions o f 
service experience and service q u a lity .
P roposition 3: Customers expect or w an t d iffe ren t res tau ran t 
a ttrib u te s  (or levels o f res tau ran t a ttribu tes) in  d iffe ren t types o f 
re s tau ra n t environm ents.
P roposition 4: The h igher the average check o f a res tau ran t, the 
m ore im p o rta n t the com patible custom er behaviors and 
characte ris tics w ill be in  co n trib u tin g  to the value perception o f a 
re s ta u ra n t experience.
M ethodology
The m ethodology o f th is  investiga tion  m ay be described b rie fly  
in  fo u r parts: (1) data source and sample. (2) operational de fin itions.
(3) statem ent o f hypotheses, and (4) m ethods o f s ta tis tica l analysis.
Data Source and Sample
A  telephone questionnaire based on the survey resu lts  o f the 
NRA survey (1992) and on the resu lts  o f P ranter and M a rtin  (1993) is  
incorporated in to  the design to accom plish the objectives and tes t the 
hypotheses. Because o f the lim ita tio n  o f tim e and money, th is  study 
w ill be restric ted  to  the  Las Vegas m etropo litan  area. The 
ge nera lizab ility  o f the resu lts , therefore, is restricted . A  "sam ple 
random  d ig it d ia ling" technique is  used fo r sam pling, w h ich  is  able to
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access a ll w ork ing  telephones regardless o f w hether th e ir num bers 
are pub lished in  d irectories (D illm an, 1978; Frey. 1989).
S tatem ent o f Hypotheses
Specific research hypotheses re lated to  the preceding objectives 
and propositions are presented as follows:
Hypothesis 1: Custom er com patib le /incom patib le  behaviors and 
characte ristics are as im po rtan t as the restau ran t a ttrib u te s  iden tified  
b y  the NRA survey (1992) in  determ in ing custom ers’ perceptions o f 
good value in  a res tau ran t experience.
H ypothesis 2: The mean level o f im portance o f custom er 
co m p a tib ility  a ttrib u te s  w ill equal or exceed the mean level o f 
im portance o f the NRA a ttrib u te s  in  fast food restaurants.
Hypothesis 3: The mean level o f im portance o f custom er 
co m p a tib ility  a ttrib u te s  w ill equal or exceed the mean level o f 
im portance o f the NRA a ttrib u te s  in  m oderately priced restauran ts.
H ypothesis 4: The mean level o f im portance o f custom er 
co m p a tib ility  a ttrib u te s  w ill equal or exceed the mean level o f 
im portance o f the NRA a ttrib u te s  in  h igher priced restauran ts.
H ypothesis 5: As compared to custom er expectations in  
m oderately priced and fast food restaurants, custom ers in  h igher 
p riced restauran ts place the h ighest degree o f im portance on 
custom er co m p a tib ility  factors in  de term in ing price-value satis faction .
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Hypothesis 6: Custom ers in  m oderately priced restauran ts place 
a m oderate degree o f im portance on custom er co m p a tib ility  factors in  
de term in ing  price-va lue satisfaction . The degree o f im portance w ould 
be low er th a n  among custom ers o f h igher priced restauran ts b u t 
h igher th a n  am ong custom ers o f fast food restaurants.
Hypothesis 7: As compared to custom er expectations in  h igher 
priced and m oderately priced restaurants, custom ers in  fa s t food 
restau ran ts  place the  lowest degree o f im portance on custom er 
co m p a tib ility  factors in  determ ining price-value sa tis faction .
O perational D e fin itions 
Based on the fo u r propositions, price-value perception is  viewed 
as an im p lied  dependent variable. Two groups o f im p lied  independent 
variables, custom er com patible factors and the restau ran t a ttribu tes  
ide n tified  by the 1992 NRA price-value survey, are in troduced to test 
and com pare in  order to determ ine th e ir in fluence on custom ers' 
perceptions o f good value (i.e.. dependent variable) in  three d iffe ren t 
res tau ran t s itua tions. O perationalization o f these variables are shown 
as fo llow ing;
Custom er C om patible Behaviors and C haracteristics
R estaurant patrons can be positive ly o r negatively in fluenced by 
the  specific behaviors o f fellow  patrons, by verba l exchanges w ith  
them , by th e ir appearance and demeanor, by th e ir physical p rox im ity , 
and stereotyp ica l im pressions form ed (M artin  and P ranter, 1989).
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The custom er com patib le /incom pa tib le  behaviors and characte ristics 
are used to measure these custom er-to-custom er re la tionsh ips and 
in te ractions. The custom er com patib le behaviors and characte ristics 
inc lude  tw o elem ents—satisfie rs and dissatisfiers. Satisfiers 
(d issatisfiers) are the  custom er com patib le (incom patible) behaviors 
and characte ris tics th a t can enhance (inh ib it) custom ers' perception 
o f good value in  restaurants. In  o ther words, a sa tis fie r is  a behavior or 
cha racte ris tic  th a t can prom ote the satisfaction o f custom ers. A  
d issa tis fie r is  a behavior o r characte ristic th a t can re su lt in  the 
d issa tis faction  o f custom ers. On the basis o f extensive exp loratory 
research, M a rtin  and P ranter (1989) developed lis ts  o f specific 
custom er behaviors and characte ristics th a t can prom ote satisfaction  
o r d issa tisfaction . D issatisfiers in  th is  study are no t measured d irec tly  
b u t are converted to  positive or ne u tra l statem ents in  order to f it  the 
ra tin g  scales used in  the 1992 NRA price-value study. These specific 
behaviors and characte ristics in  term s o f com pa tib ility  a ttrib u te s  are 
ranked by a 10-po int L ike rt type scale to determ ine and compare 
th e ir level o f im portance to res tau ran t patrons’ value perceptions.
R estaurant C lassification
According to  the N ational R estaurant Association 
survey (1992), restauran ts are divided in to  three categories: 1) 
fas t food restauran ts; 2) m oderately priced restauran ts where 
the average check is  less tha n  $10 per adu lt; and 3) h igher
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priced restaurants, where the average check is  $10.00 or m ore 
per adu lt.
Based on the NRA. restau ran t de fin itions in  1983 and updated in  
1991, these three types o f res tau ran t operations can be described as 
follows. Fast food restaurants, also called lim ited-m enu restaurants 
w ith  no table service, include those types o f establishm ents w h ich  are 
p rim a rily  se lf service and w h ich  m ay offer carry o u t as w ell as d in ing  
in  service. The cost o f the meal is  re la tive ly inexpensive w ith  average 
checks o f $3.80.
M oderately priced restaurants, called lim ited -m enu restaurants 
w ith  tab le service, includes com m ercial cafeterias, coffee shops, and 
fa m ily  type restaurants. These establishm ents offer w a ite r/w a itre ss  
service in  a casual d in ing  atm osphere. The average check fo r a meal is 
$6.48.
The h igher priced restaurants, also called fu ll-m enu  restaurants 
w ith  tab le  service or atm osphere restaurants, includes w hite  
tab leclo th  restaurants as w e ll as theme restaurants. Em phasis is  often 
on frie n d ly  w a ite r/w a itre ss  service as w ell as the overall atm osphere o f 
the  restauran t. The average check o f the meal is  re la tive ly  expensive 
a t $10.00 or more per person.
P rice-Value Perceptions
Price-value perception in  th is  study refers to custom ers’ 
awareness o f w ha t they receive fo r the price they pay a t d iffe ren t types 
o f re s tau ran t operations th a t exceed, meet, or fa ll below th e ir
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expectations. To m easure price-value perception, respondents are 
asked to  ra te  the level o f im portance o f restauran t a ttrib u te s  in  
de term in ing  th e ir value perceptions w ith  three d iffe re n t types o f 
res tau ran t operations. In  o ther words, restaurants are separated in to  
three d iffe ren t price levels—low  price (i.e., fast food restaurants), 
m oderate price  (i.e., m oderately priced restaurants), and h igh  price 
(i.e., h igher priced restaurants). Respondents are asked to  ra n k  the 
level o f im portance o f each restau ran t a ttribu te  on a 10-po in t L ike rt 
type scale in  de term in ing th e ir value perceptions fo r each type o f 
restauran t operation.
Level o f Im portance o f Value Perception
A  ra nk ing  scale o f 10 to 1 is  used to measure the level o f 
im portance o f each restau ran t a ttrib u te  in  de term in ing respondents’ 
value perceptions fo r three types o f restaurant. A  score o f 10 means 
“very im p o rta n t to  good value.” A  score o f 1 means “n o t im p o rta n t a t 
a ll to good value.” C onsistent w ith  the NRA study, an a ttrib u te  w ith  a 
mean ra n k in g  o f 8.00 or h igher is considered to be im p o rta n t to 
custom ers' perceptions o f good value.
M ethods o f S ta tis tica l Analyses 
V arious s ta tis tica l analyses are used to  in te rp re t the data:
1. Respondents’ Profile: The respondents’ p ro file , draw n from  
the questionnaire, consists o f in fo rm ation  about the gender, age.
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num ber o f ch ild ren , m a rita l status, household incom e o f the 
respondents, and frequency o f d in in g  ou t.
2. Frequency Analysis: The frequency analysis ind icates the 
num ber and percentage o f persons w ho respond to each question.
Th is  analysis also yields the centra l tendency and v a ria b ility  fo r each 
a ttrib u te . A  ra nk ing  scale o f 10 to  1 is  used to  measure the level o f 
im portance o f com pa tib ility  re s tau ran t a ttrib u te s  w h ich  are re lated to 
custom ers’ value perception. A  score o f 10 means “very im p o rta n t to 
good va lue.” A  score o f 1 means “n o t im p o rta n t a t a ll to  good va lue.” 
A n a ttrib u te  w ith  a mean ra nk ing  o f 8.00 o r h igher is  considered to  be 
im p o rta n t to custom ers’ perceptions o f good value (NRA 1992). W hat 
the respondents consider m ost im p o rta n t o r least im p o rta n t in  the 
perception o f good value in  a re s tau ran t experience can be explored 
fu rth e r w ith  an exam ination o f means, m edians, modes, and standard 
deviation w ith  the frequency counts.
3. One-Way Analysis o f Variance (ANOVA): One-Way Analysis o f 
Variance is  used to  test hypotheses 1, 2, 3, and 4 concerning 
differences between two groups o f a ttrib u te s  in  de term in ing th e ir 
level o f im portance in  custom ers’ perceptions o f value. One group o f 
re s tau ran t a ttrib u te s  is associated w ith  the ccm p a tib ility  factors. 
A nother group o f restau ran t a ttribu tes re lates to those a ttribu tes  
ide n tified  by  1992 NRA price-value survey. The level o f im portance o f 
custom er com patib le behaviors and cha racte ris tics, as compared w ith  
the  a ttrib u te s  ide n tified  by the NRA survey (1992), are thereby 
evaluated.
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One-Way A nalysis o f Variance also is u tilized  to  test hypotheses 
5, 6, and 7 concern ing difference in  the level o f im portance o f 
co m p a tib ility  a ttrib u te s  across the three types o f restauran t. F ina lly , 
the  one-way ANOVA is  used to  determ ine w hether s ig n ifica n t 
re la tionsh ips exist between the com pa tib ility  a ttrib u te s  and 
respondents’ dem ographic data.
4. Newm an-Keuls M u ltip le  Com parison: The Newman-Keuls 
te s t is  a s ta tis tica l m ethod th a t is used to  accom plish m u ltip le  
com parison. In  o ther words, i f  a set o f variables is  found to be 
s ig n ifica n tly  d iffe ren t a fte r an A nalysis o f Variance test, then  Newman- 
K euls M u ltip le  Com parison separates the s ign ifica n t variables from  the 
com parison, w h ich  enables the researcher to id e n tify  the ones th a t are 
s ig n ifica n tly  d iffe ren t. In  th is  study, Newm an-Keuls M u ltip le  
Com parison is  used to  determ ine i f  there are s ig n ifica n t differences 
fo r the level o f im portance o f co m p a tib ility  a ttrib u te s  across the three 
types o f restaurant.
Organization of The Study
This chapter has provided a discussion o f the background o f th is  
study, in c lu d in g  a problem  statem ent, a set o f objectives, theore tica l 
p ropositions, and the m ethodology. C hapter Two provides a lite ra tu re  
review, w h ich  covers the  m arke ting  lite ra tu re  th a t sets the  fram e o f 
reference fo r the study. C hapter Three discusses the research 
m ethodology in  term s o f the data source and sample, operational 
de fin itions, statem ent o f hypotheses, and m ethods o f s ta tis tica l
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analysis. C hapter Four presents the analysis o f data to test the 
hypotheses. F ina lly , Chapter Five provides a sum m ary and conclusion 
in  re la tion  to  the study ’s objectives. The fin a l chapter also reviews 
im p lica tions fo r fu tu re  research.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
CHAPTER n
REVIEW OF RELATED LITERATURE 
Introduction
Th is  chapter w ill review the lite ra tu re  w h ich  re lates to 
m easurem ent and evaluation o f the level o f im portance o f restaurant 
a ttrib u te s  co n trib u tin g  to  custom ers’ price-value perceptions a t 
restauran ts. In  add ition  to the restau ran t a ttrib u te s  iden tified  by the 
1992 NRA price-value study, custom er co m p a tib ility  characteristics 
and behaviors are also included to determ ine and compare th e ir level 
o f im portance to custom ers' value perceptions a t r estaurants. This 
review  w ill be presented in  three sections. The firs t section focuses 
on the lite ra tu re  related to the background o f NRA price-value studies 
and o ther re lated NRA consum er a ttitu d e  and behavior studies. A ll 
these stud ies address in su ffic ie n tly  the  aspect o f custom er-to- 
custom er in te ractions in  term s o f its  im pact on custom er expectations 
in  restauran ts . The second section addresses the three m arketing 
schools o f th o u g h t—m arketing  segm entation, custom er pa rtic ipa tion , 
and re la tion sh ip  m arketing, w hich these lite ra tu re  says and alm ost 
says about the concept o f com pa tib ility  management. Th is lite ra tu re  
provides a fram ew ork fo r the concept o f custom er com pa tib ility . The 
th ird  section w ill cover the lite ra tu re  re lated to the evolvement o f the 
concept o f co m pa tib ility  management.
19
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Customer's Price-Value Perception in  Restaurants
Price-value perceptions are ga in ing in fluence in  the lite ra tu re  
w ith  regard to  exp la in ing custom ers’ expectations and service 
experiences. O ffering favorable price-value perceptions has been 
w ide ly addressed and recognized as a w ay fo r a firm  to  gain 
com petitive advantage. W ith  various excellent choices the custom ers 
have w ith  regard to  restaurants, restaura teurs m ust be keen in  
de live ring  expected p rice /va lu e  (B arring ton and Olsen, 1987). Five 
reasons show ing the need fo r a re s tau ran t to provide favorable price- 
value perceptions have been suggested by Cooke (1989): 1) people are 
staying a t home more because o f home enterta inm ent devices such as 
video, players, and recorders; 2) superm arkets are b u ild in g  up 
dem and fo r take-hom e food; 3) the era o f an aging popu la tion  has 
altered eating-out habits; 4) a fte r the 1987 stock m arket crash, young 
u rb a n  dewellers' lifesty les, who ate ou t often in  trendy and expensive 
b istros, have changed; and 5) the num ber o f custom ers who are w illin g  
to  spend a great deal o f money fo r an evening d in ing  experience has 
decreased.
The foodservice in d u s try  also has been reaching its  m a tu rity  
stage, w h ich  has made d iffe ren tia tio n  d iffic u lt. O ffering value-added 
elem ents can help restaura teurs d iffe ren tia te  th e ir p roducts in  a 
com petitive m arket (Johnson, 1988). For example. Pizza H u t 
guarantees its  lun ch  w ill be ready in  five m inutes or i t  is  free. The 
tim in g  fac to r has been added to  lun ch  a t Pizza H u t in  order to enhance 
the  value perceptions. There are also several strategies fo r a com pany
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to  add value to  products and services, in c lu d in g  reducing m onetary 
and non-m one ta iy costs, decreasing perceptions o f sacrifice, adding 
sa lien t in tr in s ic  a ttrib u te s , and using  extrins ic  cues (Zeithm al, 1988).
A lthough offering favorable price-value perceptions has been 
w ide ly  em phasized, m ost o f the tim e i t  is  discussed in tu itiv e ly  ra th e r 
th a n  in  specific term s o f w ha t price-value re a lly  means to  custom ers 
(Fox and Kehret-W ard, 1985). The reason m ay be th a t custom ers ho ld 
a va rie ty  o f m eanings fo r value, w h ich  makes researching o f the  
concept o f value d iffic u lt (Zeithm al, 1988). Some stud ies do reveal 
various aspects concerning custom er p rice /va lu e  perceptions. Price, 
as iden tified  in  several studies, serves m a in ly as an extrins ic  in d ica to r 
o f perceived q u a lity  o r value (Aoker and Ford, 1983; Ze ithm al, 1982, 
1988; Shaw, 1992; Dodds and M onroe, 1985). The re su lt s im p ly 
suggests th a t d iffe re n t price levels are linked  to d iffe ren t expectation 
levels (Zeitham l, etc., 1990; Dodds, 1991; Shaw, 1992). Th is 
suggestion does n o t mean price is  un im portan t, b u t th a t custom ers 
w ou ld  consider the q u a lity  received fo r the price pa id ra th e r th a n  the 
p rice  alone (Shapiro and Associates, 1985; NRA, 1992). A tte n tio n  to  
p rice  is  lik e ly  to be greater fo r h igher priced goods and services than 
fo r low er priced products (Zeithm al, 1988; Dodds, 1991). Lower 
p riced products have been found un im po rtan t to custom ers' purchase 
behaviors (D ickson and Sawyer, 1985).
Value is  m uch more com plex. Value perceptions have been 
found to be closely re lated to custom er’s expectations and to  be used 
by custom ers when they choose o r buy specific services o r products.
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For example. H oliday In n  appeals to its  custom ers w ith  a “com petitive 
value experience” ra th e r than  w ith  p ric ing . As a re su lt. H oliday Inn  
has increased its  m arket share by ten percent (B lalodk, 1992). The 
NRA (1991) also ind ica tes th a t custom ers in  restauran ts w an t value 
ra th e r than  m erely good food and good qu a lity . Custom ers w an t good 
value fo r the m oney they spend.
Ze itham l (1988) concluded th a t custom ers have a t least fo u r 
m eanings fo r value. They are (1) “low  price ,” (2) “whatever 1 w a n t in  
a p rodu ct,” (3) “ the q u a lity  1 get fo r the price 1 pay.” and (4) “w ha t I 
get fo r w ha t I give.” These fo u r custom ers’ expressions o f value have 
one com m on denom inator—the perceived value is  “the consum ers’ 
overall assessment o f the u tility  o f a product based on perceptions o f 
w ha t is  received and w ha t is  given (Zeithm al. 1988: 13).” ’Value here 
shows a tra deo ff re la tionsh ip  between two com ponents—w hat is 
received and w ha t is  given. W hat is received can be volum e, h igh 
q u a lity , o r convenience, whereas w ha t is  given can be money, tim e, or 
e ffort. A lthough some researchers s im ply conclude th a t value is  a 
tra deo ff between perceived q u a lity  and m onetary sacrifice (Dodds and 
M onroe, 1985; M onroe, 1979), an em pirica l consum er survey has 
collected evidence th a t value is  m ore than  q u a lity  divided by price 
(Shapiro and Associates, 1985).
A ccord ing to the 1985 Chain Store Age survey, conducted by 
S hapiro and Associates th rough 1,008 telephone in terview s in  five 
c ities (Los Angeles, Dallas, A tlan ta , Chicago, and Philadelphia), the 
m eaning o f value is  defined d iffe ren tly  by d iffe ren t custom ers. Value is
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found to  be “whatever i t  is th a t the consum er seeks in  m aking 
decisions” as to where to buy and w ha t to buy. The resu lts  reveal th a t 
value is  defined as more com plex th a n  the sim ple equation o f qu a lity  
d ivided by price.
To custom ers, value is  a b lend o f several factors (Table 1).
Table- 1
V alue—More Than a Simple Equation
Factors
H igh
(7 -9 )
M id d le
(4 -6 )
Low
(1-3) Mean R ating
Quality of merchandise 21% 66% 13% 5.37
Prices 15 60 25 4.76
Location of store 14 56 30 4.58
Looks of the merchandise 8 64 28 4.34
How much enjoy shopping there 11 56 33 4.28
Sales and specials 7 55 38 4.05
How clean the store 4 60 35 4.04
Return or exchange policy 7 53 40 4.00
Assortment 6 54 40 3.94
How we stocked 3 59 38 3.85
Sales help 5 52 43 3.82
Advertising 2 34 64 2.93
Source: C hain Store Age/Leo J. Shapiro and Associates, 1985: 15.
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The s ign ifica n t com ponents (i.e., mean ra nk ing  la rger tha n  4.00 on a 
scale o f 9 to 1) inc lude  q u a lity  o f m erchandise, prices, loca tion  o f 
store, looks o f the m erchandise, enjoym ent o f shopping, sales and 
specials, cleanness o f the store, and re tu rn  policy. No com ponent has 
a mean score o f h ig h ly  im po rta n t (i.e., mean ra n k in g  la rger th a n  7.00). 
Q u a lity  (5.37) and price (4.76) are the top two factors in  the  equation. 
Th is  m igh t exp la in w hy some researchers define value m erely as a 
tradeo ff between q u a lity  and price. The survey also reveals th a t unless 
custom ers believe th a t a store can offer the m erchandise w ith  the  
q u a lity  they w ant, the rem ain ing factors are no t im po rtan t. However, 
th is  s itua tio n  does no t mean th a t custom ers choose stores on ly based 
on the m erchandise v rith  finest qu a lity . D iffe ren t groups o f consum ers 
are interested in  d iffe ren t levels o f q u a lity  and define value d iffe ren tly . 
Fo r example, h igh  incom e custom ers tend to ra n k  m erchandise 
q u a lity  as h ig h ly  im po rta n t, w h ile  people w ith  low er incom es are more 
lik e ly  to ra n k  price as h ig h ly  im po rtan t. Price is  also an im p o rta n t 
fac to r th a t custom ers w ill consider. However, the survey ind ica ted  
th a t price appears to have no effect on the purchasing decisions a t 
d iscount stores. I t  is  the q u a lity  th a t a ttracts  custom ers to such 
stores. O verall, the survey provided d ire c t evidence to support the 
fin d in g  o f Dodds and M onroe’s study (1985). That is, as price goes up 
beyond the acceptable range, the perceived q u a lity  w ould con tinue  to 
go up as the perceived value and w illingness to buy decrease.
From  th is  survey, value perceptions have several characte ristics. 
W here custom ers shop is d ire c tly  re lated to th e ir d e fin itio n  o f value.
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They do n o t define value (or make shopping decisions) based e n tire ly  
upon a single value com ponent. Custom ers weigh and tradeo ff among 
a va rie ty  o f factors based on th e ir expectations before they decide 
w h ich  store to  patron ize. A  quote from  Yesawich (1992: 22) fits  th is  
s itua tion . He describes value as a "positive difference between w hat 
custom ers a c tu a lly  receive versus th e ir expectation w hen viewed in  
re la tion  to  the m arke t a lte rnatives." Custom ers are looking  fo r w ha t is  
m ost su itab le  fo r th e ir p a rticu la r needs and no t ju s t the  cheapest 
p rice .
In  sum m aiy, a lthough custom ers’ perceptions o f price, qua lity , 
and value are believed to  be cruc ia l de term inants o f buy ing  behaviors 
and decision-m aking, value is a be tter ind ica to r. Price serves as a key 
extrins ic  cue fo r perceived q u a lity  and value. D iffe re n t price levels 
ind ica te  n o t on ly  d iffe ren t levels o f economic sacrifice b u t d iffe ren t 
levels o f expectations as w ell. Perceived q u a lity  is  used as a pure 
evaluative m easurem ent, whereas perceived value represents a tradeo ff 
among a va rie ty  o f factors th a t are d ire c tly  re lated to custom ers' 
purchase decision. Therefore, the com bination o f p rice and value can 
be a be tte r m easure to ind ica te consum ers’ d iffe ren t levels o f 
expectations (Fox and Kehret-W ard, 1985). U tiliz in g  custom ers’ value 
perceptions in  order to  understand custom ers’ expectations requires 
a researcher to inc lude  as m any meanings as possible w h ich  are 
im p lic it in  custom ers’ expressions o f value (Zeitham l, 1988). The 
custom er co m p a tib ility  factors, w hich have po ten tia l im pact on 
custom ers’ sa tis fa c tion /d issa tis fa c tion  w ith  a service, can be
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com ponents o f custom er value perceptions because, again, value is 
“w hatever i t  is  th a t the consum er seeks in  m aking decisions.” W hen 
investiga ting  custom ers’ value perceptions o f a re s ta u ra n t experience, 
the  co m p a tib ility  factors need to be included due to its  po ten tia l 
im pact on custom er sa tis fa c tion /d issa tis fac tion  w ith  a service. Th is 
study, therefore, p a rtia lly  replicates the 1992 NRA price-value study 
and extent to  include the custom er com pa tib ility  factors as iden tified  
by M a rtin  and P ranter (1993). The custom er co m p a tib ility  factors are 
added to  measure th e ir level o f im portance in  de term in ing  custom er 
value perceptions in  res tau ran t s itua tions.
NRA Price-Value S tudies 
In  review ing the developm ent o f NRA price-value stud ies, two 
s ig n ifica n t stages can be ide n tified , w h ich  re flect the d iffe ren t levels 
o f understand ing  the value. In  the firs t stage, from  1974 to 1982, the 
concept o f value was used in tu itive ly . Value was sim ply used as an 
in d ica to r to show w hether the prices charged by restauran ts  w ent 
beyond w ha t consum ers perceived as unfavorable. There was no 
concern about w hat value rea lly  m eant to custom ers. The early price- 
value studies were on ly a m ino r p a rt o f a series o f consum er a ttitudes 
and behavior studies in  the foodservice m arketplace. These early 
stud ies were m a in ly  sales-oriented. M ost o f the in fo rm a tion  provided 
from  these stud ies involved consum ers' purchasing pa tte rns in  
con junction  w ith  dem ographic in fo rm a tion . D u rin g  th is  period, 
a lthough m ore and m ore questions had been added to  these price-
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value studies, the scope s till was very lim ited . None o f the  studies 
attem pted to  id e n tify  consum ers' needs, w ants and expectations.
The m a jo r find ings in  th is  period are sum m arized as follows. 
O ver s ix ty  percent o f respondents perceived d in in g  away from  home 
as a good o r excellent value, as compared to other products and 
services. Convenience was iden tified  as an im po rta n t fac to r fo r the 
d in in g  o u t decision. D in ing -ou t was often o u t o f necessity ra th e r than 
lu xu ry . In  term s o f the value perception o f restauran t meals by types 
o f operations (fast food restaurants, fam ily  restaurants, cafeterias and 
atm osphere restaurants), atm osphere restaurants and fam ily  
res tau ran ts  received h igher value perceptions. Part o f the reason for 
th is  re su lt was the prices in  cafeterias rose so fast th a t consum ers fe lt 
th a t they were no t receiving a meal w orthy o f the price they m ust pay.
In  the second stage, from  1983 to the present, the  NRA viewed 
value in  a broader way. The NRA trie d  to lin k  custom er value 
perceptions to  th e ir expectations. In  the 1983 repo rt o f “Consum er 
Price-Value Perceptions o f E ating O ut," s im ila r survey questions as 
ea rlie r surveys were asked: however, three restau ran t a ttrib u te s  (i.e., 
food qu a lity , service, and cleanliness), identified  as im p o rta n t to 
custom ers’ expectations from  other NRA stud ies, were inc luded  for 
com parison and discussion to show re la tionsh ips w ith  custom ers’ 
value perceptions. These three a ttribu tes had been rated as the m ost 
im p o rta n t factors fo r custom er restau ran t selection (National 
R estaurant Association, 1982, 1983). The resu lts  ind ica ted  th a t two 
o u t o f three respondents were delighted w ith  the price-value
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re la tionsh ips o f th e ir d in in g  ou t experience and rated th e ir 
experience as “good” o r “exce llent.” Compared to custom er 
expectations, a greater percentage o f consum ers ra ted service and 
cleanliness “good” o r “exce llent.” Food q u a lity , however, received 
s lig h tly  low er ra tings as “good" o r “excellent.” Th is s itu a tio n  could be 
explained by the fa c t th a t custom ers were paying closer a tten tio n  to 
th e ir expenditures because o f economic constra in ts. As a resu lt, 
custom ers were m ore c ritic a l about the value o f the m eal received fo r 
the  price paid.
O ther find ings regarding price-value ra tings by re s ta u ra n t type 
ind ica ted th a t fa m ily  restauran ts and cafeterias received the highest 
ra tings fo r price-value perception. A  tig h t economic s itu a tio n  can also 
exp la in  th is  re su lt because consum ers’ perceptions o f sacrific ing  
service to reduce the  perceived m onetary cost are m ore favorable. 
R estaurants w ith  a reasonable am ount o f service and moderate prices 
w ou ld provide b e tte r price-value perceptions a t these tim es.
W hen a s im ila r survey was conducted in  1991, consum ers were 
found to  be more price sensitive due to tig h t economic tim es. Nearly 
h a lf o f the them  were inc lined  to eat a t restaurants th a t had money- 
saving prom otions. E ighty-one percent o f respondents preferred to 
d ine o u t a t m oderately priced restaurants. A lthough fo rty -five  percent 
o f respondents w ou ld  eat ou t more often i f  they had the fina nc ia l 
resources, some counterba lancing consum er perceptions were 
discovered show ing th a t fewer custom ers considered d in in g -o u t a 
necessity. O nly tw enty percent o f the respondents viewed eating-out
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as a necessity, whereas fo rty -n ine  percent regarded it  as a lu xu ry . The 
re s u lt is  very d iffe ren t from  the ea rlie r 1980 studies, w h ich  found th a t 
d in in g  o u t is  a necessity ra the r tha n  a lu xu ry . People today consider 
d in in g -o u t as an in tegra l p a rt o f th e ir life  style, a lthough meal prices 
have reached the p o in t where consum ers are no t w illin g  to  pay the 
price fo r convenience and consider d in in g  o u t as a lu xu ry . Th is 
s itu a tio n  im plies th a t custom ers are price sensitive and more 
concerned about the value received fo r the price paid. Therefore, 
restaura teurs m ust know  how to deliver favorable price-value 
perceptions in  order to a ttra c t custom ers.
The 1983 and 1991 NRA price-value studies had ju s t recognized 
the com plexity o f value, w h ich  was no t m erely a tradeo ff between 
q u a lity  and cost. These studies attem pted to re la te value perceptions 
to the  factors th a t have the po ten tia l to in fluence custom ers' value 
perceptions. However, no t m uch im provem ent had been made in  the 
survey itse lf.
In  1992, NRA fo r the firs t tim e d ire c tly  m easured custom er 
p rice-va lue perceptions in  term s o f th e ir re s ta u ra n t expectations. 
R estaurant a ttrib u te s  identified  from  past NRA studies to  be im p o rta n t 
to  custom er expectations w ith  regard to pa tron iz ing  d iffe ren t types o f 
establishm ents were included in  the 1992 NRA price-value study. 
These re s ta u ra n t a ttrib u te s  were incorporated in to  the questionnaire  
to  determ ine th e ir levels o f im portance to  custom ers’ value 
pe rcep tions.
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In  order to  m easure the d iffe ren t levels o f custom er 
expectations w ith  restauran ts, restauran ts were divided in to  three 
d iffe re n t operations based on the c lassifica tion o f 1987 Census o f 
R eta il Trade. Each re s ta u ra n t type represents d iffe ren t price level 
w h ich  associates w ith  d iffe ren t level o f expectations. They are: 1) 
fa s t food restauran ts; 2) m oderately priced restaurants where the 
average check is  less tha n  $10 per ad u lt; and 3) h igher priced 
restauran ts, where the average check is  $10.00 or more per a d u lt.
W ith  in p u t from  NRA, a questionnaire o f the 1992 price-value 
s tu d y  was developed and conducted by M /A /R /C  Consum er Research, 
Inc. to  determ ine w hether the value custom ers received fo r the  price 
they pa id a t restauran ts exceeded, met, or fe ll below th e ir 
expectations. Three hundred and fifty  a d u lt males and 350 a d u lt 
fem ales, based upon na tiona l popu la tion  d is trib u tio n , pa rtic ipa ted  in  
na tionw ide telephone in terview s o f approxim ate ly 17 m inu tes in  
length . The resu lts  revealed th a t custom ers perceive m oderately 
priced restauran ts as provid ing the best value fo r the m oney they paid, 
as compared to fas t food restauran ts and h igher priced restauran ts. 
T h is  is  consistent w ith  1980’s price-value studies. E igh ty-e igh t 
percent o f custom ers perceive the value received a t m oderately priced 
restau ran ts  to  meet o r exceed th e ir expectations, as com pared to  
seventy-six percent and seventy-four percent in  fast food restauran ts  
and h igher priced restaurants, respectively. A  to ta l o f seven o u t o f 
eleven restau ran t a ttrib u te s  were ranked very im po rta n t to  good value 
in  fast food restaurants, as shown in  Table 2. A ttrib u te s  w ith  a mean
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
31
ra n k in g  o f 8 .00 o r h igher are considered to be im p o rta n t to 
custom ers’ value perceptions.
Table 2
A ttrib u te s  fo r Fast Food Restaurants
Attributes_________________________________________ Mean Ranking
1. Clean d in ing  area 9.21
2. Accurate fille d  order 9.09
3. C onsistent q u a lify  o f the food 9.10
4. C orrect change 8.57
5. Speedy service 8.54
6. Reasonable prices 8.47
7. Convenient location 8.12
8. No lin e s /n o  w a iting 7.93
9. A ll inc lus ive  meals 7.02
10. A b ility  to use coupons 6.13
11. A va ila b ility  o f ch ild ren ’s meals 5.51
Source: Price-Value R elationships a t R estaurants, NRA 1992
Responses to  these a ttrib u te s  ind ica te  overall th a t custom ers in  
fas t food restauran ts perceive th a t a hassle-free, convenient, and 
inexpensive d in in g  experience is  im p o rta n t to good value.
For m oderately priced restaurants, a to ta l o f seven ou t o f sixteen 
a ttrib u te s  are perceived by custom ers as im p o rta n t to  good value, as
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shown in  Table 3. These seven a ttrib u te s  reveal th a t custom ers 
consider receiving good food and service in  a com fortable 
environm ent a t a reasonable price as the m ost im po rta n t a ttrib u te s  o f 
m oderately priced restaurants.
As com pared to fast food restaurants, custom ers in  m oderately 
priced restauran ts consider the q u a lity  o f food, the service, and the 
am biance o f the  establishm ent to be more im p o rta n t than  custom ers 
o f fast food restaurants. For h igher priced restaurants, a to ta l o f ten 
o u t o f nineteen a ttrib u te s  are iden tified  to be im po rta n t to custom ers’ 
value perceptions (Table 4). These iden tified  a ttrib u te s  show th a t 
custom ers in  h igher priced restauran ts expect to receive more 
personalized service, emphasize the am biance o f the restaurants, and 
emphasize the q u a lity  o f food more than  d iners a t m oderately priced 
restaurants.
For the  same restauran t a ttribu tes , the h igher priced restaurants 
have the  h ighest mean ranking, as compared to  m oderately priced 
restaurants and fast food restaurants. Fast food restaurants have the 
low est mean ra nk ing  among the three restau ran t types. Th is s itu a tio n  
can be explained th a t the h igher the price, the  h igher the product 
position ing . Custom ers then associate h igher q u a lity  w ith  th e ir 
expectations (Shaw, 1992; Anderson, 1992).
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T a b les
A ttrib u te s  fo r M oderately Priced R estaurants
Attributes Mean Ranking
1. Clean d in ing  area 9.39
2. Q ua lity  o f the food 9.25
3. Fresh ingred ients 8.86
4. F riend ly  s ta ff 8 .80
5. T im e ly service 8.68
6. Com fortable atm osphere 8.44
7. Reasonable prices 8.38
8. No lin e s /n o  w a iting 7.85
9. The price  range 7.81
10. Convenient location 7.47
11. Choice o f po rtion  sizes 7.10
12. D a ily  m enu specials 6.69
13. A ll inc lus ive  meal fo r a reduced price 6.54
14. Acceptance o f c re d it cards 5.44
15. A va ila b ility  o f ch ild ren ’s menu 5.26
16. A lcoho lic  beverage service 4 .27
Source: Price-Value R elationships a t R estaurants. NRA 1992
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Table 4
A ttrib u te s  fo r H igher Priced R estaurants
Attributes Mean Ranking
1. Clean d in in g  area 9.56
2. Q ua lity  o f the food 9.47
3. Fresh ingred ients 9.15
4. T im e ly service 8.84
5. C om fortable atm osphere 8.76
6. Knowledgeable servers 8.70
7. Food prepared to  order 8.60
8. Reasonable prices 8.24
9. A ttra c tive  surround ings 8.20
10. No lin e s /n o  w a itin g 8.02
11. The price  range 7.86
12. Choice o f po rtion  sizes 7.15
13. Convenient loca tion 6.87
14. A ll inc lus ive  meals fo r a reduced price 6.64
15. Acceptance o f c re d it cards 6.33
16. D iscoun t/spec ia l prom otions 6.16
17. F requent d in e r program 5.31
18. A lcoho lic  beverage service 5.23
19. A va ila b ility  o f ch ild ren ’s m enu 4.88
Source: Price-Value R elationships a t R estaurants, NRA 1992
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In  sum m ary, price-value has gained im portance as a factor in  
exp la in ing consum er purchasing a ttitudes and behaviors. The price- 
value stud ies have progressed from  one sim ple question to  a whole 
re po rt today. Th is accum ulation o f knowledge o f restau ran t patrons' 
a ttitude s  and behaviors helped in  the developm ent o f the 1992 price- 
value survey by the NRA.. Therefore, we need to  look a t o ther related 
NRA custom er a ttitu d e  and behavior stud ies in  order to realize where 
the re stau ran t a ttribu tes  come from  th a t are used in  the la test price- 
value study.
NRA's Custom er A ttitud e  And Behavior Studies
The 1992 NRA price-value study was b u ilt upon previous studies 
o f consum er a ttitu d e  and behavior in  restaurants. R estaurant 
a ttrib u te s , ide n tified  to  be im po rtan t to custom ers' expectations as 
they patron ize restaurants, are included to  determ ine th e ir level o f 
im portance fo r value perceptions w ith  re s tau ra n t experiences. The 
find ings from  consum er a ttitude  and behavior stud ies w hich helped to  
develop the  1992 Price-value study are sum m arized below:
1. D iffe ren t age groups have d iffe ren t expectations o f 
restaurants. For example, an investigation o f the m ost valuable 
services offered by a coffee shop in  1974 revealed th a t convenient 
location, adequate parking , and free second cups o f coffee, are 
emphasized by older respondents. Younger respondents are more 
concerned about 24 ho u r operations, a w ide range o f meals, and fam ily
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o rien ta tion . A  focus group study in  1986 discovered th a t younger 
ad u lts  expressed the restau ran t m eal as an a lte rna tive to be bored 
eating a t home as w ell as a good op po rtun ity  to get together w ith  
friends. The baby boomers and older adu lts  said th a t eating o u t is  a 
w ay to socialize w ith  friends and provides an opportune tim e to be 
alone w ith  th e ir spouses (Adelman, 1986).
2. D iffe ren t price levels are linked  to d iffe ren t expectation 
levels (Zeitham l, et al.. 1990: Dodds, 1991; Shaw. 1992). The h igher 
the  price  o f the  meal, the h igher the pa tron expectations, especially in  
the  aspects o f food taste, freshness o f the ingred ients, and service 
(NRA, 1983).
3. Custom ers choose d iffe ren t restaurants based on various 
circum stances and needs. They have d iffe ren t expectations fo r 
d iffe ren t types o f restaurants. In  fast food restaurants, a lack o f tim e 
in fluences m ost decisions. They expect speedy service and 
convenience (NRA, 1983, 1984, 1989, 1991). Convenience can be 
due to  the restau ran t location or no t having to  prepare the m eal. 
Custom ers choose m oderately priced restauran ts, w h ich  are perceived 
as the best value, fo r a varie ty o f reasons (NRA, 1983, 1984). The 
m ost common reason is  an overall nice meal, because these types o f 
operations provide good food, good portions, varie ty, and service a t a 
reasonable price. M oderately priced restaurants can also be a nice 
place to  go (mood, atmosphere) to  have a good tim e fo r a less 
expensive price. Convenience can be another reason fo r custom ers to 
choose such restaurants. In  term s o f h igher priced restaurants.
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custom ers often go s tr ic tly  fo r enjoym ent and to celebrate special 
occasions. They an tic ipa te  having fu n  and are often in  an up-beat 
mood (NRA, 1983, 1984, 1989). In  ad d ition  to food q u a lity  and 
cleanliness, o ther im po rta n t a ttribu tes  are th a t the re s ta u ra n t be a 
nice place to  go, w ith  frie n d ly  people, good service, and fresh 
ing red ien ts/food  (NRA., 1984, 1989). Patrons also w ould lik e  th e ir 
m eals to be special and unique w ith  h igh  q u a lity  in  a com fortable 
atm osphere (NRA, 1983).
4. A  num ber o f im po rtan t restau ran t a ttrib u te s  w ith  regard to 
custom er expectations iden tified  from  the stud ies o f consum er 
a ttitude s and behaviors in  1983. 1984, 1989, and 1991 are included 
in  the  1992 NRA price-value study. Some o f the a ttrib u te s  in  the  1992 
NRA price-value study are no t included in  the previous surveys. 
However, they have been discussed in  various a rtic les th a t m ay be o f 
im portance to understanding custom er a ttitu d e  and behavior. For fast 
food restaurants, these a ttribu tes include a ll inc lus ive  meals 
(M ichalski, 1991), a b ility  to use coupons, and a va ila b ility  o f ch ild ren ’s 
meals (Gordon, 1991). In  term s o f m oderately priced restauran ts, the 
a ttrib u te s  are da ily  m enu special (M ichalski, 1991; NRA, 1991), a ll 
inc lus ive  meal fo r a reduced price (M ichalski, 1991). acceptance o f 
c re d it card (O’ke lly , 1989), a va ila b ility  o f ch ild ren ’s m enu (Gordon, 
1991), and alcoholic beverage service (Riehle, 1991). For h igher 
priced restauran ts, the a ttrib u te s  are frequent d in e r program  (Riehle, 
1987; M icha lsk i, 1991). d isco un t/spec ia l p rom otions (M icha lski.
1991; NRA, 1991), a va ila b ility  o f ch ild ren ’s m enu (Gordon, 1991), a ll
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inc lus ive  m eals fo r a reduced price (M icha lski, 1991), acceptance o f 
c re d it cards (O’ke lly , 1989), and a lcoholic beverage service (Riehle, 
1991).
In  sum m ary, a ll the above a ttitu d e  and behavior studies help to 
understand custom ers’ overall expectations o f restauran ts. The 
in fo rm a tion  traces the knowledge w h ich  has been gained about 
re s tau ran t a ttrib u te s  having the po ten tia l to in fluence custom ers’ value 
perceptions. A  price-value study such as the 1992 survey can then be 
developed from  these studies. The re s ta u ra n t a ttrib u te s  iden tified  to 
have the po ten tia l to  in fluence custom ers value perceptions are 
included fo r investiga tion  in  the 1992 price-value study.
Conclusions
Custom ers’ value perceptions, iden tified  as a com plex equation, 
is  ga in ing in fluence in  exp la in ing custom er expectations. W hen 
m aking purchasing  decisions, custom ers tend to  weigh a ll the factors 
w ith  regard to  th e ir expectations and choose the service o r p roduct 
w h ich  best meets th e ir expectations. However, custom er 
co m p a tib ility  factors never have been appropria te ly included in  the 
custom er a ttitu d e  and behavior study. Yet, custom er-to-custom er 
in te ractio ns are perceived by custom ers as p a rt o f the service 
environm ent and w ou ld  in fluence the custom ers’ 
sa tis fa c tio n /d issa tis fa c tio n  w ith  service experiences. For th is  reason, 
the  custom er-to-custom er re la tionsh ips and in te ractio ns can be
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viewed as p a rt o f the custom ers’ value perceptions. T he ir level o f 
im portance, as compared to o ther restau ran t a ttrib u te s  iden tified  by 
NRA, should be determ ined.
Three M arketing Schools o f Thought
Three schools o f though t in  m arke ting  lite ra tu re —m arket 
segm entation, custom er pa rtic ipa tion , and re la tionsh ip  m arketing  do 
have some bearing, b u t in su ffic ie n tly  address, on the concept o f 
“co m p a tib ility  m anagem ent” (M artin  and P ranter, 1989). These three 
schools o f though t together provide the background fo r the concept o f 
co m p a tib ility  management.
M arket Segm entation
The concept o f m arket segm entation was firs t proposed by 
W endell R. S m ith  in  1956. According to S m ith , m arke t heterogeneity 
is  the  ru le  in  today's m arketplace. I t  is a lm ost im possible to sa tisfy a ll 
custom ers w ith  a single p roduct or service. S m ith  (1956) suggested 
th a t efforts should be made to group the po ten tia l buyers in to  sm aller 
groups w ith  s im ila r needs or buying  characteristics. The grouping o f 
people can be based on the dem ographic characteristics, 
psychographic characteristics, usage, benefit, and price (Lewis and 
Cham bers, 1989).
By segm entation, appropriate and successful m arketing  
strategies can be developed fo r a firm  to m atch its  m arketing  efforts to 
the  specific needs o f its  consum er groups (W ind, 1978: Wood and
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E h rlich , 1991). The m arke t image created by these m arke ting  
strategies can a ttra c t the m ost prom ising target m arke t (Davidow and 
U tta l, 1989; K le in and Lewis, 1985). Custom ers, based on th e ir needs 
and the p roduct image created by the service firm , then  self-select 
in to  a p a rticu la r service environm ent (Gensch, 1978; Lewis and 
Chamber, 1989). T h is  selected target m arket th a t responds to  the 
same m arket s tim u li by na tu re  is  grouped w ith  reasonable 
hom ogeneity (W ind, 1978). The custom ers’ behavior pa tte rns w ith in  a 
segment are more pred ictab le  and manageable to  a service firm  
(Davidow and U tta l, 1989). The homogeneity among custom ers is  
believed to be “a c ru c ia l antecedent o f custom er co m p a tib ility ”
(M artin  and P ranter, 1989). Therefore, the firs t th in g  to  achieve 
successful com pa tib ility  management is to apply successful m arketing 
segm entation.
C ustom er P artic ipation 
The second re levant school o f thought, regarding custom er 
p a rtic ipa tion , focuses on the ro le th a t the custom er plays as p a rt o f the 
p roduction  and de livery process (Kelly, D onnelly, and S kinner, 1990). 
For m any services, the  custom er is  required to con tribu te  in fo rm a tion  
o r e ffo rt before the service transaction  can be consum m ated (Kelley, 
D onnelly and S kinner, 1990; Bowen, 1986; LoveLock, 1979). For 
example, patrons in  restauran ts m ust place an order before food can 
be prepared. S taying a t a hote l usua lly  requires custom ers to check-in 
and check-out in  person. I f  custom ers fa il to provide the  necessaiy.
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correct in fo rm a tion , the  service w ill slow  down fo r them  and delay 
o ther custom ers as w ell. Custom ers' behaviors, therefore, are 
p a rtic u la rly  im p o rta n t fo r p ro d u c tiv ity  in  service sectors.
The relevance o f th is  school o f tho ug h t to the m anagem ent o f 
custom er co m p a tib ility  is  in  the recognition o f the custom er's ro le  as 
an active p a rt o f service organizations (M artin  and P ranter, 1989). As 
suggested, service organizations should  ac tu a lly  view service 
custom ers as organ izational members or “p a rtia l employees" (M ills , 
Chase, and M argulies, 1983; Lovelock and Young, 1979: D onnelly, 
K elly, and S kinner, 1990). P artia l employees mean th a t custom ers are 
tem pora iy  p a rtic ip a n ts  in  the service delivery process o f the service 
organization. However, custom er p a rtic ip a tio n  in  the service 
p roduction  and de livery process can be a m ajor source o f in p u t 
un ce rta in ty , w h ich  increases the am ount o f u n p re d ic ta b ility  in  the 
service environm ent because o f th e ir d iffe ren t needs, preferences, 
and behaviors (Bowen and Larsson, 1989). Two aspects o f custom er 
p a rtic ip a tio n , w h ich  in fluence the custom ers’ perceptions o f service 
environm ent, have been ide n tified  by M a rtin  and P ranter (1989).
There are the num ber, appearance, and behavior o f custom ers in  the 
service organizations (Baker, 1987) and h igh people density  in  service 
organizations (Bateson and H u i, 1987).
As custom ers pa rtic ipa te  in  the ongoing service de livery 
process, service firm s  m ust develop m echanism s fo r m anaging them  
and m atch ing the design and coord ination o f service system s to  them  
in  order to reduce in p u t u n ce rta in ty  and to ensure th a t they perform
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behaviors th a t fa c ilita te  and encourage shared activ ities (Bowen and 
Larssons, 1989: D onnelly. Kelly, and S kinner, 1990: M a rtin  and 
Pranter, 1991). For example. Planet Cafe in  Chicago encourages 
custom ers to come clad in  pajam as, n ig h t sh irts  and o ther sleepy-tim e 
a ttire  fo r breakfast in  order to  m atch its  casual style. P rivate rooms 
and d im  lig h ts  in  nice restaurants can enhance the mood fo r 
co m p a tib ility  w ith in  the im m ediate group, w h ile  h id in g  incom patib le  
characteristics and behaviors o f th is  group from  those in  ad jo in ing 
booths (M artin  and Pranter, 1991). W ell-m anaged in te ractions w ould 
also seem to  foster a more su itab le  f it  o r degree o f com pa tib ility  
between the custom er and the service, the contact employee, and 
other custom ers in  the service environm ent (Bowers, M a rtin , and 
Luker, 1990).
R ela tionsh ip  M arke ting
Due to  the  intense com petition in  the m arketplace, m any 
service firm s are facing the loss o f custom ers. As a resu lt, b u ild in g  
custom er lo ya lty  is considered im po rta n t to  a firm 's  long-term  
success. The concept o f re la tionsh ip  m arke ting  is ga in ing its  cruc ia l 
ro le because re la tionsh ip  m arketing is no t on ly to a ttra c t new 
custom ers b u t also to keep and im prove the existing  custom ers (Berry, 
1983).
R elationship m arketing views custom ers as an asset and 
fu n c tion s  to  a ttra c t, m a in ta in , and enhance custom er re la tionsh ips 
(Lewis and Cham ber, 1989: Haywood, 1988). The successful use o f
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re la tion sh ip  m arketing  has made the Lexus ranked a t the h ighest 
grades ever by the car owners, even a fte r the reca ll (Illinggw orth , 
1991). The Lexus com pany sim ply defines the re la tion sh ip  m arketing  
as "p u ttin g  the custom er firs t"  and aim s to pursue a “perfect 
re la tio n sh ip ” w ith  its  custom ers.
A lthough the re la tionsh ip  m arketing has receiving m any 
a tten tions in  recent years, the re la tionsh ips its e lf is  s t ill viewed 
narrow ly, th a t is, on ly in  term s o f the service providers (Parasuram an, 
B erry, and Zeitham l, 1991: Haywood. 1990). M a rtin  and P ranter 
(1989) p o in t ou t th a t the a tten tion  to re la tionsh ip  m arke ting  has 
focused on ly on the re la tionsh ip  between the com pany and the 
custom er, between the com pany and the firs t- lin e  employee, and 
between the firs t-lin e  employee and the custom er. Due to the unique 
characte ris tics o f service, custom ers in  service in d u s try  m ay be 
in fluenced by re la tions w ith  o ther custom ers also. The concept o f 
co m p a tib ility  m anagem ent is th rough  the creating and us ing  o f 
positive  custom er-to-custom er in te ractions and re la tionsh ips to 
achieve the goal o f re la tion sh ip  m arketing—to a ttra c t and keep 
custom ers.
Compatibility Management
To approach and understand the concept o f co m p a tib ility  
m anagem ent, th is  section is  divided in to  fo u r pa rts : (1) evolvement o f 
the  concern w ith  custom er-to-custom er re la tionsh ips and 
in te ra c tio n s , (2) basic concepts o f co m p a tib ility  m anagem ent, (3)
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com pa tib ility -re le van t services, and (4) com patib le /incom pa tib le  
environm ents and behaviors.
Evolvem ent o f the Concern w ith  C ustom er-to-C ustom er R elationships
The concern about the im pact o f the  physica l environm ent (i.e., 
atm osphere) on custom er perceptions o f service q u a lity  has been 
developing fo r some tim e. The service m arke ting  lite ra tu re  has 
recognized the im portance o f the service physica l environm ent in  the 
custom ers’ perceptions o f service q u a lity  and service experience and 
has addressed its  in fluences on the custom ers’ purchase behaviors 
(Baker, 1987; G rossbart, Ham pton, Rammohan, and Lapidus, 1990;
H u i and Bateson, 1991: Kotler, 1973; M a rtin  and Pranter, 1989,
1991).
K o tle r (1973) said th a t in  custom er purchase decision-m aking, 
“one o f the m ost s ign ifica n t features o f the to ta l p rodu ct is the place 
where i t  is  bought or consum ed." In  some instances he pointed out, 
the  “p lace.” especially the atm osphere o f the place, is  more im po rtan t 
tha n  the p roduct its e lf in  a purchase decision. M a rtin , L illis  and 
Narayana (1976) proposed a s im ila r view point when they suggested 
th a t the surround ings w ith in  a re ta il store are “never n e u tra l.” The 
re ta il store com m unicates "a bundle o f cues, messages, and 
suggestions” to  shoppers. In  the absence o f a su ffic ie n t tangible 
p roduct on w h ich  to  base one’s evaluation o f service firm s, the service 
physica l se tting  offers custom ers some tangib le clues to form ula te  a 
m enta l “re a lity ” o f the service qu a lity  (Baker. 1987; Shostack. 1981;
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Lovelock, 1991). B itn e r (1992) explains th is  s itu a tio n  fo r the  reason 
o f the  service characteristics. Because the service generally is  
produced and consumed sim ultaneously, custom ers need to 
experience the to ta l p roduct w ith in  the firm 's  physica l fa c ility .
The environm ent m ay also in fluence custom ers’ 
sa tis fac tion /d issa tis fac tion  w ith  a service. As suggested by Rapoport 
(1982), custom ers’ perceptions are in fluenced by non-verbal 
com m unication w hich affixes to various environm ental cues. I f  th is  
m enta l re a lity  exceeds (fa lls below) the custom ers’ p rio r expectations, 
then  custom ers feel satisfied (dissatisfied), as proposed by B itn e r 
(1985). B itn e r fu rth e r used the fo llow ing re s tau ran t s itu a tio n  to 
exp la in:
I f  a consum er sees a w h ite  table c lo th  and form ally- 
dressed w aiters th rough a restauran t w indow, he /she  is lik e ly  to 
expect such th ings as re la tive ly h igh prices, personalized 
service, and slow-paced d in ing. I f  the  custom er decides to  eat 
a t th a t p a rticu la r res tau ran t then perceived perform ance is  also 
lik e ly  to be affected by elements o f the environm ent (i.e., noise, 
odors, tem perature, colors, textures, fu rn ish ings). These 
elem ents m ay affect the consum er physio log ica lly (physical 
com fort o f fu rn itu re , noise level, drafts) or psychologically, (p.
82)
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The service physica l environm ent, as reviewed by B aker (1987), 
consists o f three com ponents—social factors, am bient factors, and 
design factors.
Social Factors
B aker defines the social factors as people w ith in  the  service 
environm ent, in c lu d in g  custom ers and service personnel. The 
density, appearance, and behavior o f people are cru c ia l to  the  
custom ers' purchase decisions and th e ir perceptions o f service q u a lity  
(Baker, 1987; M a rtin  and P ranter, 1989: Sandeman, 1981).
Grove and F isk (1983) ind ica ted  th a t the density o f people being 
served in  service organizations can become an im p o rta n t facto r when 
custom ers are required to share the service fa c ility . The im pact o f 
h igh-people density on the service experience could be positive o r 
negative (Bateson and H u i, 1985). In  the instance o f a foo tba ll game, a 
crowded audience enhances the excitem ent o f the experience, 
whereas a crowd in  a re ta il store produces a negative effect.
Custom ers feel th a t they have to  spend more effort to shop (Bateson 
and H u i, 1985).
A  high-people density s itu a tio n  does no t au tom atica lly  become a 
s tressfu l service experience (Bsteson and H ui, 1985). H igh-people 
density cou ld reduce the p ro b a b ility  o f cognitive co n flic t in  custom ers. 
A t the  same tim e, high-people density  could also reassure custom ers 
th a t they have made the rig h t choice as they fin d  th a t so m any o ther 
people made the same choice. A  crowd in  a store could in te n s ify  the 
image th a t the store provides good service. The au thors fu rth e r used
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an example o f how to fin d  a restauran t in  C hina Town w ith  no idea o f 
w h ich  is  best. A  restauran t w ith  lots o f unoccupied tables gives a 
negative image about the  restaurant, w hile  a crowded restau ran t form s 
an image o f good food and service.
The na ture  o f the people in  the service environm ent, as 
suggested by Lovelock (1991), is also an im po rta n t facto r because 
custom ers’ a ttrib u te s  and characteristics can in fluence the 
perceptions o f service environm ent. These custom er characte ris tics 
inc lude  age, appearance, income, and social class. Based on th e ir 
perceptions o f the  service environm ent, custom ers are a ttracted 
in tu itiv e ly  to those service environm ents w h ich  they perceive m ost 
com patib le because o f th e ir innate needs fo r a ffilia tio n  (M artin  and 
P ran ter, 1989)
C ustom ers’ behaviors w ith in  the service organization are another 
im p o rta n t aspect w h ich  influences custom ers' perceptions o f service 
q u a lify , as dem onstrated in  the foo tba ll example above (Baker 1987; 
Grove and F isk 1983). Especia lly in  the absence o f tangible product 
upon w h ich  to  base one's evaluation o f a service, the custom er-to- 
custom er in te ractions increase in  im portance because these 
in te ractio ns provide tangible cues fo r custom ers to form  a m ental 
re a lity  o f the service q u a lify  (Grove and F isk, 1983).
Service personnel, as suggested by M artin . L illis , and Narayana 
(1976), also in fluence custom ers’ perceptions o f the service 
environm ent. The au thors ind ica te  th a t a store designer can create 
the  service atm osphere to  a ttra c t custom ers and induce th e ir
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purchasing moods. However, the demeanor o f a salesperson can also 
drive o ff custom ers, such as in  the case o f d irty  and unkem pt 
appearance. On the other hand, attractive appearance and pleasant 
behaviors o f service personnel can greatly enhance the service 
experience (Baker 1987).
A m bient Factors
A m bient factors, as reviewed by Baker (1987), are the 
su rround ing  conditions o f the environm ent, in c lu d in g  a ir qua lity , 
tem perature, the color or brightness o f the surroundings, noise level, 
cleanliness, and so on. Several authors have pointed ou t th a t am bient 
factors m ay in fluence custom ers' perceptions o f the service 
experience (Baker, 1987; B itne r. 1992: Shostack. 1977). However, 
very lim ite d  em pirica l studies confirm  its  effects. The background 
m usic in  restaurants has been found to  influence patrons' behaviors. 
W ith  slow-tem po background m usic, custom ers in  restaurants are 
found to be m ore relaxed. They tend to stay longer and consume more 
a lcoholic d rin ks  as compared to playing fast-tem po background m usic 
(M illim an, 1986). D iffe ren t sound levels o f m usic a ttra c t d iffe ren t age 
groups o f people (F intel. 1991). O lder patrons prefer low er sound 
levels, w h ile  younger people like  louder m usic. A  noisy restau ran t may 
be perceived as fille d  w ith  h igh energy and lo ts o f activ ities. Baker 
(1987) ind icates th a t custom ers take fo r granted fo r certa in  am ount o f 
am bient environm ental conditions to exist and m ay be unaware o f
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th e ir existence unless these background factors are a t an unpleasant 
level.
Design Factors
Design factors involve the use o f space and the style o f 
fu rn ish in gs as the "s tim u li th a t exist a t the fo re fron t o f ou r awareness" 
(Baker, 1987). Design factors are aesthetica lly designed, such as 
a rch itectu re , color, scale, m ateria ls, textu re  and pa tte rn , shape, style 
and accessories, and functiona l design, such as layout and com fort. 
Design factors have been found to play a cruc ia l role in  the shaping o f 
custom ers’ in itia l expectations o f a re ta il store (B itner. 1986: W ard, 
B itne r, and Bam es, 1992). These expectations m ay in fluence 
custom ers to choose or no t to choose a p a rticu la r store. I f  custom ers 
choose to  enter the  store, these expectations w ill be used to evaluate 
o f the  actua l experience. S atisfaction (d issatisfaction) w ith  a service 
m ay occur, i f  the store is the type th a t the custom er is seeking or 
prepared fo r a t the  m om ent. Therefore, the environm enta l design 
should serve to fu lf ill specific needs o f the custom ers and be 
consistent w ith  the goal th a t a firm  w ants to accom plish.
In  sum m ary, the service environm ent lite ra tu re  has shown the 
im portance fo r a firm  to manage service environm ental settings in  
order to a ttra c t and keep its  custom ers. Social factors, in  term s o f 
custom er-to-custom er re la tionsh ips and in te ractions, are proposed by 
M a rtin  and P ranter (1989. 1991) as one way to manage the service 
environm ent. The au thors name the process o f m anaging the  service
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environm ent th roug h  custom er-to-custom er re la tionsh ips and 
in te ractions as "com p a tib ility  management."
C om p a tib ilitv  Management 
C ustom er-to-custom er in te ractions are found to be inevitab le  in  
a lm ost every shared-consum ption service environm ent. Custom ers’ 
sa tis faction  w ith  a service is  often influenced by th e ir d ire c t or 
in d ire c t in te rac tio ns  w ith  o ther custom ers to the extent th a t 
custom ers often evaluate the service experience based on th e ir 
sa tis fy ing  o r d issa tis fy ing  encounters w ith  o ther custom ers (M artin  
and P ranter. 1989; 1991). The authors believe th a t instead o f 
passively view ing these custom er-to-custom er in te ractions as 
unm anageable, service providers should play active roles in  m anaging 
custom er behavior in  order to assure positive custom er-to-custom er 
encounters by environm enta l design (M artin  and P ranter, 1989,
1991). Based on th is  view, the concept o f co m p a tib ility  m anagem ent 
was firs t developed by M a rtin  and Pranter (1989) in  the s tudy o f 
“C om p a tib ility  m anagem ent: custom er-to-custom er re la tionsh ips and 
in te ractio ns and in te ractio ns in  service environm ents." The 
co m p a tib ility  m anagem ent is  to (1) a ttra c t homogeneous custom ers to  
the service environm ent, then to (2) active ly manage bo th  the physica l 
environm ent and custom er in te ractions to m axim ize sa tis fy ing  
encounters. In  o ther words, com pa tib ility  m anagem ent uses 
m arke ting  m ix  to  convey the firm ’s image and suggests the po ten tia l 
usage and re la tive q u a lity  o f the service environm ent. Custom ers then
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are a ttracted  to  the p a rticu la r service environm ent based on th e ir 
needs and w ants. The service provider then reinforces and extends 
the custom er's im pressions o f the service organization by the 
environm enta l design, employee tra in in g , and house ru les and 
regula tions w h ich  re su lt in  com patible in te ractions. Customers' 
perceptions o f service qu a lity  are then enhanced because o f 
confidence, enjoym ent, and sa tisfaction  associated w ith  the 
establishm ent.
C om patib ility-R e levant Service Environm ents 
S ix com pa tib ility -re levan t service environm ents are iden tified  by 
M a rtin  and P ranter (1989). W henever an extrem ely com patible o r 
incom patib le  s itu a tio n  exists, the au thors discover a t least one o f the 
fo llow ing characte ristics involved. These s ix  service environm ents a ll 
have great po ten tia l im pact on custom ers' perceptions o f service 
experiences. They are: 1) close physica l p ro x im ity  or h igh custom er 
density  s itua tions ; 2) verbal in te ractions among custom ers; 3) diverse 
activ ities engaged by custom ers; 4) service environm ents w ith  a 
heterogeneous custom er m ix; 5) the na tu re  o f the  service 
organizations; and 6) custom ers’ w a itin g  fo r a service.
C om patib le /Incom patib le  Behaviors 
M a rtin  and P ranter (1989) lis t some specific behaviors 
perceived as sa tisfy ing  or d issa tisfy ing  by custom ers.
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D issa tis fy ing  com patible behaviors
1) cry ing  in fa n ts
2) u n ru ly  ch ild ren
3) sm oking cigars and cigarettes
4) inappropria te  dress
5) rudeness and poor m anner
6) crowded environm ent
7) em pty environm ent
8) o ther custom ers cu ttin g  in  line
9) o ther custom ers tak in g  “m y" pa rk ing  space
10) loud  and boisterous behavior
11) p ro fa n ity
12) quarre ling  couples o r fam ilies
13) p u b lic  displays o f affection
14) selfishness (i.e., fa ilu re  to  share environm ent or item s) 
S atisfy ing  com patible behaviors
1) people look like  having a great tim e
2) people dress appropria te ly
3) people have frie nd ly , relaxed bearing
4) people have good m anners and courteous behaviors
5) people w ith  apparent s im ila r backg round /lifesty le
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A dd itiona l sa tisfie rs ra th e r than  behaviors
1) no sm oking
2) no p ro fan ity
3) no k ids , or k id s  w ith  good m anners
4) no crowds
5) no cu ttin g  in  line
They also find  th a t these com patible and incom patib le behaviors 
are s itua tion-specific  and ind iv idua l-specific . Some behaviors are 
considered as inappropria te  and incom patib le in  some service 
organizations, b u t m ay be regarded as qu ite appropriate and 
com patible in  o ther service organizations, such as shouting  in  a sports 
game versus in  a nice restauran t. Some people may consider some 
behaviors in  certa in  service environm ents as annoying, b u t others m ay 
no t be bothered, such as w ith  respect to sm oking. Custom ers 
perceive and react to custom er-to-custom er in te ractio ns d iffe ren tly . 
Service providers should  determ ine th e ir specific custom ers a ttitu d e s  
and create the service environm ents th a t best f it  them .
In  sum m ary, the  service physical environm ent is p a rtic u la rly  
im p o rta n t in  h o sp ita lity  in d u s try  and o ther service in d u s trie s  where 
the custom er needs to  consume the firm s ’ product in  the  firm ’s 
fa c ility , such as re ta iling , transporta tion , and professional services 
(B itner, 1987). The factors re lated to the service physica l 
environm ent are ra th e r subtle  in  effect, and the service providers
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should m an ipu la te  the service physica l se tting  to  increase the 
p o ss ib ility  o f positive  perceptions o f the service environm ent.
Summary
Th is chapte r reviews the lite ra tu re  in  the  areas o f (1) the NRA 
price-value stud ies and o ther related re s tau ran t pa trons’ a ttitu d e  and 
behavior stud ies; (2) the  three m arke ting  schools o f though t; and (3) 
the  evolvem ent and developm ent o f the concept o f co m p a tib ility  
m anagem ent. The em phasis w ith in  the review  o f NRA price-value 
studies and pa trons’ re s tau ran t behavior stud ies centered on various 
aspects o f exp loring  custom ers’ re s tau ran t behaviors and th e ir 
expectations tow ard d iffe ren t types o f re s ta u ra n t operations. Review 
o f the  three m arke ting  schools o f tho ugh t develops the fram ew ork fo r 
the  concept o f co m p a tib ility  management. A  review  o f the  evolvement 
o f the concept o f co m p a tib ility  m anagement reveals the im portance o f 
im plem enting co m p a tib ility  management to  ensure a satisfactory 
service experience. The custom er com patib le factors have been 
emphasized to  be im p o rta n t to custom er perceptions o f service q u a lity  
by various researchers. The level o f im portance o f custom er 
com patib le factors has no t been established. Th is  study, therefore, 
serves to  provide the in itia l evidence.
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CHAPTER n i
METHODOLOGY
Introduction
The preceding chapter defines the general research dom ain as 
the  re la tion sh ip  between the consum ers’ price-value perceptions in  
restauran ts and th e ir com patib ility  characteristics and behaviors. Th is 
chapter focuses more on research design and defines a m ethodology 
to  test the  research hypotheses. Th is research consists o f several 
pa rts : (1) research objectives and hypotheses. (2) operationa l 
de fin itions. (3) sample selection. (4) survey design, and (5) analysis o f 
the  data.
Research Objective, Proposition And H ypotheses
The purpose o f th is  study is to  determ ine the level o f 
im portance o f re s tau ran t a ttribu tes  concerning custom er com patible 
characte ristics and behaviors as compared to those a ttrib u te s  
ide n tified  by the 1992 NRA price-value survey. To accom plish th is  
purpose, two goals, fo u r propositions, and seven hypotheses are 
presented as follows:
55
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1. Evaluate custom er com patib le /incom patib le  behaviors and 
characte ristics th a t are considered by custom ers to be im p o rta n t 
determ inants o f value a t the price they pay fo r the restauran t 
experiences.
2. Compare custom er com pa tib ility  a ttrib u te s  w ith  the 
restau ran t a ttribu tes  iden tified  in  the NRA 1992 price-value survey to 
determ ine re la tive significance o f th e ir effects on the perception o f 
value in  the restauran t experience.
Four specific propositions concerning these two goals are 
developed and discussed as follows:
Proposition 1: Custom er com patib le /incom patib le  behaviors and 
cha racte ris tics  are im p o rta n t in  de term in ing custom ers’ perceptions 
o f good value in  restau ran t experiences.
Proposition 2: Custom er com patib le/ incom patib le behaviors and 
characte ris tics can enhance or in h ib it custom ers' perceptions o f 
service experience and service q u a lity .
According to F inke lste in  (1989), d in in g  ou t is an event fu ll 
o f social and cu ltu ra l meanings. To custom ers, d in ing  ou t is  an 
experience o f social in te ractions ra the r than  ju s t an a c tiv ity  geared 
tow ard reducing hunger (Jones and Jones, 1990). In  ad d ition  to 
convenience, custom ers go to restauran ts  seeking pleasure, 
excitem ent, and a sense o f personal w ell being and a ffilia tio n
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(F inke lste in , 1989). W henever custom ers fin d  them selves in  
s itu a tio n s  where th e ir level o f competence is  low  o r they are 
incom patib le  w ith  o ther custom ers, they feel stressed and d issatisfied 
w ith  the service (Jones and Jones, 1990: M a rtin  and P ranter, 1989). 
As a resu lt, custom ers tend to avoid pa tron iz ing  a res tau ran t w ith  a 
service environm ent where personnel or o ther custom ers e xh ib it 
unpleasant appearances or behaviors (Baker, 1987). Unpleasant 
appearances and behaviors provide the tangible cues fo r custom ers to 
construct a negative image w hich m ay d is tu rb  th e ir enjoym ent o f the 
m eal (K lein and Lewis, 1985). E m pirica l studies have found th a t 
positive  in te ra c tio n  among custom ers can enhance the perception o f 
service q u a lity  and experiences (P ickworth, 1988: W oodside and 
Taylor, 1976). M a rtin  and P ranter (1989), in  th e ir exp lora tory study, 
also conclude th a t custom er com patible behaviors and characteristics 
are perceived as p a rt o f the service environm ent and are im p o rta n t to 
custom ers' sa tis fac tion /d issa tis fac tion  w ith  a service.
P roposition 3: Custom ers expect or w an t d iffe ren t res tau ran t 
a ttrib u te s  (or levels o f im portance o f res tau ran t a ttrib u te s) in  d iffe ren t 
types o f re s tau ran t environm ents.
Based on d iffe ren t needs and occasions, custom ers go to 
d iffe ren t types o f restaurants and accordingly have d iffe ren t 
expectations . They w ill place d iffe ren t levels o f im portance on 
re s ta u ra n t a ttrib u te s  depending on th e ir re lated expectations.
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E m p irica l studies, e.g., have found th a t custom ers in  h igher priced 
restauran ts  have h igher expectations and place greater em phasis on 
food taste, fresh ingred ients, and service (NRA, 1983). Or, fo r another 
example, research suggests th a t custom ers are more w illin g  to  pay fo r 
social and in te lle c tu a l needs a t evening restaurants, as compared to 
lu n ch  restauran ts (Anderson, 1992).
P roposition 4: The h igher the average check o f a res tau ran t, the 
m ore im p o rta n t the  custom er com patib le /incom pa tib le  behaviors and 
cha racte ris tics  w ill be in  de term in ing  the custom ers' value perception 
o f a re s tau ran t experience.
D iffe re n t price levels are lin ke d  to d iffe ren t expectation levels. 
The h igher the  price, the h igher the expectations th a t custom ers have 
fo r the service (Dodds and M onroe, 1985). A nother em pirica l fin d in g  
ind ica tes th a t custom ers emphasize social and in te lle c tu a l needs more 
a t h igher priced restaurants (i.e., lu n ch  restaurants vs. evening 
restauran ts) (Anderson, 1992).
The propositions discussed above provide the fram ew ork fo r the 
research. Specific testable hypotheses re lated to the above 
p ropositions are presented below.
Hypothesis 1: Custom er com patible behaviors and 
characte ris tics are as im po rta n t as the restau ran t a ttrib u te s  ide n tified
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b y  the NRA survey (1992) in  co n trib u tin g  to  custom ers' perceptions of 
good value in  a re s tau ran t experience.
Hypothesis 2: The mean level o f im portance o f custom er 
co m p a tib ility  a ttrib u te s  w ill equal or exceed the mean level o f 
im portance o f the NRA a ttrib u te s  in  fast food restaurants.
Hypothesis 3: The mean level o f im portance o f custom er 
co m p a tib ility  a ttrib u te s  w ill equal or exceed the mean level o f 
im portance o f the NRA a ttrib u te s  in  m oderately priced restauran ts.
Hypothesis 4: The mean level o f im portance o f custom er 
co m p a tib ility  a ttrib u te s  w ill equal or exceed the mean level o f 
im portance o f the NRA a ttrib u te s  in  h igher priced restaurants.
Hypothesis 5: As compared to custom er expectations in  
m oderately priced and fas t food restaurants, custom ers in  h igher 
priced restauran ts place the h ighest degree o f im portance on 
custom er com patib le behaviors and characte ris tics in  de term in ing 
price-value satisfaction.
Hypothesis 6: Custom ers in  m oderately priced restauran ts place 
a m oderate degree o f im portance on custom er com patib le behaviors 
and characte ristics in  determ in ing price-value satisfaction . The 
degree o f im portance w ould be low er tha n  among custom ers o f h igher 
priced restaurants b u t h igher than  among custom ers o f fast food 
restaurants.
Hypothesis 7: As compared to custom er expectations in  h igher 
priced and m oderately priced restaurants, custom ers in  fas t food 
restau ran ts  place the low est degree o f im portance on custom er
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com patib le behaviors and characte ristics in  de term in ing price-value 
satisfaction.
Operational Definitions
The variables embedded in  the seven hypotheses are 
operationalized below.
Custom er Com patible Behaviors and C haracteristics 
R estaurant patrons can be positive ly or negatively influenced by 
the specific behaviors o f fellow  patrons, by verbal exchanges w ith  
them , by th e ir appearance and demeanor, by th e ir physica l p rox im ity , 
and stereotypica l im pressions form ed (M artin  and P ranter. 1989).
The custom er com patib le /incom patib le  behaviors and characte ris tics 
are used to  measure these custom er-to-custom er re la tionsh ips and 
in te ractions. The custom er com patible behaviors and characte ristics 
inc lude  tw o elem ents—satisfie rs and d issatisfiers. Satisfiers 
(D issatisfiers) are the custom er com patible (incom patible) behaviors 
and characte ristics th a t can enhance (inh ib it) custom ers’ perception 
o f good value in  restaurants. In  other words, a sa tis fie r is a behavior or 
characte ristic  th a t can prom ote the satisfaction o f custom ers. A 
d issa tis fie r is a behavior or characteristic th a t can re su lt in  the 
d issa tisfaction  o f custom ers. On the basis o f extensive exp loratory 
research. M a rtin  and P ranter (1989) developed lis ts  o f specific 
custom er behaviors and characteristics th a t can prom ote satisfaction  
o r d issa tisfaction . D issatisfiers in  th is  study are no t measured d irectly
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b u t are converted to positive or n e u tra l statem ents in  order to f it  the 
ra tin g  scales used in  the 1992 NRA price-value study. These specific 
behaviors and characteristics in  term s o f co m p a tib ility  a ttribu tes  are 
ranked by a 10-point L ike rt type scale to determ ine and compare 
th e ir level o f im portance to restau ran t pa trons’ value perceptions.
Restaurant C lassification 
According to the N ational R estaurant Association 
survey (1992). restaurants are divided in to  three categories: 1)
Fast food restaurants; 2) M oderately priced restauran ts where 
the average check is less than $10 per adu lt: and 3) H igher 
priced restauran ts where the average check is $10.00 or more 
per ad u lt.
Based on the NRA restauran t de fin itions in  1983 and updated in  
1991. these three types o f restau ran t operations can be described as 
follow s. Fast food restaurants, o r lim ited-m enu restaurants w ith  no 
tab le service, include those types o f establishm ents w h ich  are 
p rim a rily  se lf service and w hich m ay offer ca rry  ou t as well as d in ing - 
in  service. The check average is approxim ate ly $3.80.
M oderately priced restaurants, o r lim ited -m enu restaurants w ith  
tab le service, includes com m ercial cafeterias, coffee shops, and fam ily- 
type restauran ts. These establishm ents offer w a ite r/w a itre ss  service 
in  a casual d in in g  atm osphere. The check average is  approxim ately 
$6.48.
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The h igher priced restauran ts, o r fuU-m enu restauran ts w ith  
tab le  service o r atm osphere restauran ts, includes w hite  tab lec lo th  
restauran ts as w ell as them e restaurants. Em phasis is  often on 
frie n d ly  tab le  service as w ell as the overall atm osphere o f the 
res tau ran t. The check average is  $10.00 o r more per person.
Price-Value Perceptions 
Price-value perception in  th is  s tudy refers to  custom ers’ 
awareness o f w ha t they receive fo r the price they pay a t d iffe ren t types 
o f re s tau ran t operations th a t exceed, meet, or fa ll below th e ir 
expectations. To measure price-value perception, respondents are 
asked to ra te  the  level o f im portance o f restauran t a ttrib u te s  in  
de te rm in ing  th e ir value perceptions w ith  three d iffe re n t types o f 
re s ta u ra n t operations. In  other words, restaurants are separated in to  
three d iffe ren t price levels—low  price (i.e., fast food restaurants), 
m oderate price  (i.e., m oderately priced restaurants), and h igh  price 
(i.e., h igher priced restaurants). Respondents are asked to ra n k  the 
level o f im portance o f each re s tau ra n t a ttrib u te  on a 10-po in t L ike rt 
type scale in  determ in ing th e ir value perceptions fo r each type o f 
re s tau ran t operation.
Level of Im portance o f Value Perception 
To be consistent w ith  1992 NRA price-value study, a ra nk ing  
scale o f 10 to  1 is  used to m easure the level o f im portance o f each 
re s ta u ra n t a ttrib u te  in  de term in ing  respondents’ value perceptions fo r
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three types o f restauran t. A  score o f 10 means “ve iy  im p o rta n t to 
good value.” A  score o f 1 means "no t im po rta n t a t a ll to good value.” 
Follow ing the NRA de fin ition , an a ttrib u te  w ith  a mean ra n k in g  o f 8.00 
o r h ighe r is considered to  be im p o rta n t to  custom ers’ perceptions o f 
good value. A lthough th is  cu to ff p o in t m ay n o t be the m ost m eaningful, 
i t  is  used in  th is  s tudy fo r the purpose o f com parison.
Sample Selection
A  general gu ide line  fo r the selection o f sam ple size, provided by 
N unna lly  (1978), suggests th a t there should be ten tim es as m any 
subjects as item s or, in  cases w ith  a large num ber o f item s, a t least five 
subjects per item . A  to ta l o f 186 respondents were selected fo r w hat 
essentia lly is a twelve item  questionnaire, thereby exceeding the 
gu ide line .
To be consistent w ith  the 1992 NRA price-value study, a 
telephone survey m ethod is  used to collect the data. Because o f the 
lim ita tio n  o f tim e and money, the survey is restric ted  to the  Las Vegas 
m etropo litan  area. According to  a lis t o f the  range o f telephone 
num bers in  use fo r residen tia l service in  each p re fix  area released by 
C entra l Telephone Company (Centel) in  1991, the to ta l num ber of 
res iden tia l subscribers in  the Las Vegas area is  338,278. The 186 
respondents are selected ou t o f th is  popu la tion , according to the 
sam ple p ropo rtion  fo r each p re fix  (Appendix A).
A  directory-based sam pling design has the draw back o f 
incom plete coverage fo r un lis ted  num bers and new subscribers (Frey,
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1989). To overcome the problem s associated w ith  sam pling by 
telephone d irectories, a “sam ple random  d ig it d ia ling " technique is 
im plem ented to access a ll w o rk ing  telephones regardless o f w hether 
th e ir num bers are published in  d irectories (D illm an, 1978; Frey,
1989). A ccord ing to  Frey (1989), the technique com prises the  
fo llow ing  steps:
1. Define the research popula tion. The residents in  Las Vegas 
area w ith  telephone service are the popu la tion  in  th is  study.
2. Sample proportions. Based on the num ber o f residen tia l 
lis tin g s  per p re fix , the sam ple proportions are approxim ate ly one 
respondent o u t o f every 1,150 residen tia l subscribers. W ith  the aid o f 
1991 lis t o f the  range o f telephone num bers in  use fo r res iden tia l 
service in  each pre fix , the sam pling is greatly fac ilita ted . The equal 
p roportions o f respondents from  each p re fix  can be easilyobtained.
3. F o u r-d ig it num bers. Random fo u r-d ig it num bers are 
generated fo r each prefix. The num ber called w ould be the p re fix  p lus 
the fo u r-d ig it random  num ber. Five random  fo u r-d ig it num bers are 
draw n fo r each expected com pletion. A  to ta l o f 2,000 random  fou r­
d ig it num bers are generated.
4. Com bine p re fix  and fo u r-d ig it num bers. Interview ers ca ll 
each o f the re su lta n t seven-digit num ber u n til the desired num ber o f 
com pletions is  accom plished. N on-w orking and no n-res iden tia l 
num bers are elim inated in  the process.
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Survey Design
Q uestionnaire Design 
A lthough  th is  study is  designed to replicate p a rtia lly  the 1992 
NRA price-value study, some o f the questions in  the 1992 NRA survey 
are om itted because they are no t d ire c tly  re lated to  cu rre n t objectives. 
The in fo rm a tion  replicated from  the 1992 NRA survey focuses on the 
re stau ran t a ttrib u te s  used to measure custom ers’ perceptions o f value 
in  restaurants. Three a ttribu tes  from  the 1992 NRA price-value survey 
are om itted because they vaguely contain the elements o f com pa tib ility  
factors. These a ttrib u te s  are com fortable atm osphere, a ttractive  
surroundings, and no lin e s /n o  w aiting . The rem ain ing restauran t 
a ttribu tes  are;
1
2
3
4
5
6
7
8 
9
10
11
Q ua lity  o f the food.
Fresh ingred ients.
The price range.
Choice o f po rtion  size. 
Convenient location.
T im ely service. 
D iscoun ts/specia l prom otions. 
Clean d in ing  area.
F riend ly  staff.
A va ila b ility  o f ch ild ren ’s m enu. 
Food prepared to order.
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12
13
14
15
16
17
18
19
20  
21 
22
Acceptance o f c re d it card.
A lcoho lic  beverage service. 
Knowledgeable servers.
F requent d in ne r program .
A ccura te ly fille d  order.
C orrect change.
Reasonable prices.
A ll inc lus ive  meals fo r a reduced price. 
Speedy service.
A b ility  to use coupons, and 
C onsistent q u a lity  o f the food.
Custom er co m p a tib ility  a ttribu tes are added to the  questionnaire 
w ith  the restau ran t a ttrib u te s . These com patib ility  a ttrib u te s  are 
ide n tified  by M a rtin  and P ranter (1989, 1993) to be im p o rta n t to 
res tau ran t custom er expectations. They are:
Custom ers are appropria te ly dressed.
O ther custom ers are s im ila r in  age.
No fou l language in  restaurant.
No cry ing  in fa n ts  in  restaurant.
No ch ild ren  ru n n in g  around loose and unsupervised. 
No loud and boisterous behavior o f o ther custom ers. 
No one smokes a cigar.
Custom ers are po lite  and have good m anners.
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9) O ther custom ers apparently have s im ila r 
ba ckg round /lifes ty le ,
10) People look like  they are having a good tim e,
11) No one cu ts in  lin e  w h ile  you ’re w a iting ,
12) No one coughing, sneezing or b low ing nose,
13) No one speaking w ith  an accent,
14) No one p u b lic ly  displays affection, say by k iss ing  each
o th e r,
15) No one speaks in  a foreign language,
16) No one is  noticeably d runk,
17) No one is s ta ring  a t you,
18) No one te lls  ra c ia l or e thn ic jokes,
19) No one takes too m uch tim e w ith  the w aitress or w aiter,
20 ) No one w earing d irty  clo th ing,
21) No one sm elling as i f  they had no t showered o r bathed in  
several days,
2 2 ) No one has d irty  h a n d s /o r fingernails,
23 ) No one smokes a cigarette.
24 ) No qu arre ling  couples or fam ilies,
25 ) No one has unkem pt ha ir, and
26 ) No one plays a personal radio th a t can be heard several
tables away.
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In  order to cover the va rie ty  o f restau ran t a ttribu tes  and make 
the survey more manageable, a random  selection o f restauran t 
a ttribu tes , w ith  replacem ent, from  NRA restau ran t a ttrib u te s  and from  
co m p a tib ility  a ttrib u te s  is used to b u ild  three d iffe ren t questionnaires, 
where s ix  a ttrib u te s  from  each category are assigned to each 
questionnaire. Each questionnaire then contains twelve questions fo r 
each type o f restauran t. W ith in  each questionnaire, the iden tica l 
twelve questions are asked across each o f the three types o f restau ran t 
(Appendix B). Each question asked represents an observation to 
m easure the level o f im portance o f bo th  com pa tib ility  a ttribu tes  and 
NRA a ttribu tes . A  one-way analysis o f variance indicates no s ign ifican t 
difference in  response across the three d iffe ren t questionnaires.
The s ix  random ly selected restau ran t a ttrib u te s  fo r the 1992 
NRA price-value s tudy are lis ted  below fo r each questionnaire.
Q uestionnaire #1
1 ) Q ua lity  o f the food.
2 ) Fresh ingred ients.
3) Convenient location.
4) T im ely service.
5) A lcoho lic beverage service.
6) Speedy service.
Q uestionnaire #2
1) The price range.
2) Choice o f po rtion  size.
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3) T im e ly service.
4 ) Clean d in in g  area.
5) Food prepared to  order.
6) F requent d in n e r program
Q uestionnaire #3
1 ) Q ua lity  o f the food.
2)  T im ely service.
3) Clean d in in g  area.
4 ) F riend ly staff.
5) A va ila b ility  o f ch ild ren ’s menu.
6) F requent d inne r program
The s ix  random ly selected com pa tib ility  a ttrib u te s  are lis ted 
below  fo r each questionnaire.
Q uestionnaire #1
1 ) No cry ing  in fan ts  in  restaurant.
2 ) No custom er coughs, sneezes or blows nose.
3 ) No custom er p u b lic ly  displays affection, say by k iss ing  each
other.
4) No custom er speaks in  a foreign language.
5) No custom er te lls  rac ia l or e thn ic jokes.
6) No custom er takes too m uch tim e w ith  the w aitress or
w a ite r.
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Q uestionnaire #2
1) Custom ers are appropria te ly dressed.
2 ) O ther custom ers are s im ila r in  age.
3 ) No crying in fan ts  in  restaurant.
4) O ther custom ers apparently have s im ila r 
background /lifesty le .
5) People look like  they are having a good tim e.
6) No custom er speaks in  a foreign language.
Q uestionnaire #3
1) Custom ers are appropria te ly dressed.
2) No crying in fan ts  in  restaurant.
3) No ch ild ren  ru nn in g  around loose and unsupervised.
4 ) Custom ers are po lite  and have good m anners.
5) No custom er takes too m uch tim e w ith  the w aitress o r 
w a ite r.
6) No custom er smokes a cigarette.
Im plem entation o f the survey in s tru m e n t consists o f five m ajor 
steps. Step 1 is the in tro d u ctio n  and also serves to id e n tify  the 
qu a lifica tio n  o f the respondents. According to 1992 NRA price-value 
study, qua lified  respondents are defined as male and female adu lts  18 
years older. Respondents are to ld  about the purpose o f the research 
and asked to pa rtic ipa te  in  the survey. I f  respondents consent to  
pa rtic ipa te , then th e ir age was asked to determ ine w hether they are 
qua lified  to pa rtic ipa te . I f  qualified respondents are no t available a t
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the  tim e, a scheduled tim e fo r a ca llback is  requested. I f  respondents 
refuse to  pa rtic ipa te , the in te rv iew  is te rm ina ted.
Steps 2, 3, and 4 are designed to m easure the im portance o f 
re s ta u ra n t a ttrib u te s  to custom ers’ value perceptions a t the price  paid 
fo r a m eal in  fast food restaurants, m oderately priced restauran ts, and 
h ig he r priced restauran ts respectively.
Based on the 1992 NRA price-value study, a scale o f 1 to 10, 
anchored by "Not im po rtan t a t a ll" to "good value perceptions" (1) and 
"very im p o rta n t to  good value perceptions" (10), is used to id e n tify  the 
degree o f im portance fo r each a ttrib u te  a t three d iffe ren t types o f 
restaurant.
Step 5 o f the questionnaire requests dem ographic in fo rm a tio n  o f 
the  sam ple in  order to establish pro files fo r the respondents. Based 
on the lite ra tu re  review, five questions w h ich  m ay have in fluence on 
the survey resu lts  are asked: 1) W hat is  you r gender? 2) W hat is  you r 
age? 3) W hat is yo u r m a rita l status? 4) Do you have children? and 5) 
W hat is yo u r annua l income?
Pretest o f the  In s tru m e n t
The pre -test was conducted in  the fo llow ing two steps. The 
o rig in a l d ra ft o f the questionnaire was firs t c ircu la ted to the mem bers 
o f the  thesis advisory com m ittee fo r feedback regarding w ord ing, 
layou t, and com prehension o f the questionnaire item s. The revised 
questionnaire  was then adm in istra ted to a sam ple o f vo lun teer s tuden t 
in  the  College o f Hotel A dm in is tra tio n  a t the U nivers ity  o f Nevada, Las
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Vegas (UNLV). Based on th e ir feedback, the questionnaire was 
m odified to  its  fin a l fo rm at to be used fo r the survey.
Survev Im plem entation 
The length o f each in terview  was 7 m inutes on average. The 
in te rv iew s were scheduled over a to ta l o f three weeks on weekday 
evenings from  5:30 to 9:00 p.m . in  order to increase the po ten tia l fo r 
com pletion (Rogers, 1989; Frey, 1989). The ca lling  tim es, from  5:30 
to  9:00 p ,m „ have been proved to be m ost productive fo r 
heterogeneous popula tions such as the general p u b lic  (Rogers, 1989; 
Frey, 1989). Th is tim e fram e also has been discovered to be tru e  even 
in  Las Vegas, w hich is a 24-hour com m unity (Frey, 1989). For a short 
tim e  period, the b ias associated w ith  nonresponse is  n o t severe fo r a 
telephone survey because the U.S. Census Bureau has found th a t 
dem ographic characte ris tics o f the unanswered households are s im ila r 
to  those reached d u rin g  the survey period (Sebold, 1988). Th is 
suggests th a t a telephone survey conducted in  such a sho rt tim e 
period can also have re liab le data qua lity.
A  from -hom e telephone survey m ethod is  used in  th is  study 
because o f the lack o f a centralized telephone survey fa c ility . The ten 
students were tra ined  in  order to assure accuracy, consistency, and 
data q u a lity  and to reduce the p o ss ib ility  o f re jection by the 
respondents. A  random  telephone fo llow -up fo r the purpose o f 
ve rifica tio n  was conducted fo r every 10 com pleted in te rv iew s in  order
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to  ensure data qua lity . A  telephone survey guideline was prepared for 
each interview er, as shown in  Appendix C.
Before conducting the survey, interview ers were required to 
ind ica te  the  date and tim e o f the ca ll and the telephone num ber. A fte r 
an answer, the students were asked to  in troduce themselves and to 
explain the study confiden tly b u t carefully. Upon ob ta in ing  consent, 
the respondent is qualified by firs t asking h is /h e r age. I f  the 
respondent is  qua lified , then the questions are asked. I f  a qualified 
respondent lives a t the  residence, b u t is  unavailable a t the  tim e, the 
in te rview  is  rescheduled a t a tim e convenient to the respondent i f  
possible. A fte r a phone rings seven tim es it  is considered an 
unanswered num ber. I f  the required quota is  no t reached fo r the 
p a rticu la r prefix, the unanswered num bers are called again u n til the 
required sam ple size is  obtained. I f  a ll the num bers are used and the 
required quota is  n o t reached, the interview ers are in s tru c te d  to 
increase each o f the  num bers in  the telephone num ber lis ts  by one.
Analysis of The Data
The data obtained from  the questionnaires are num erica lly  
transcribed fo r s ta tis tica l analysis.
1. Respondents’ Profile: The respondents’ p ro file , draw n from  
the questionnaire, consists o f in fo rm ation about gender, age, num ber 
o f ch ild ren, m a rita l status, household income, and frequency o f d in ing 
out.
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2. Frequency Analysis: The frequency analysis ind icates the 
num ber and percentage o f persons who respond to each question.
Th is analysis also yie lds the centra l tendency and v a ria b ility  fo r each 
a ttrib u te . A  ra n k in g  scale o f 10 to  1 is  used to  measure the level o f 
im portance o f com pa tib ility  restau ran t a ttrib u te s  w h ich  are re la ted to 
custom ers’ value perception. A  score o f 10 means “very im p o rta n t to 
good value." A  score o f 1 means “n o t im po rta n t at a ll to good value." 
An a ttrib u te  w ith  a mean rank ing  o f 8.00 or h igher is considered to be 
im p o rta n t to custom ers’ perceptions o f good value (NRA, 1992). W hat 
the respondents consider m ost im p o rta n t o r least im p o rta n t in  the 
perception o f good value in  a re s tau ran t experience can be explored 
fu rth e r w ith  an exam ination o f means, m edians, modes, and standard 
deviation w ith  the  frequency counts.
3. One-Way Analysis o f Variance (ANOVA): One-Way Analysis o f 
Variance is used to  test hypotheses 1, 2, 3, and 4 concerning 
differences between the two groups o f a ttrib u te s  in  de term in ing th e ir 
level o f im portance in  custom ers' perceptions o f value. One group o f 
re s tau ran t a ttrib u te s  is associated w ith  the com pa tib ility  factors. 
A nother group o f restaurant a ttribu tes  relates to those a ttribu tes  
id e n tified  by 1992 NRA price-value survey. The level o f im portance o f 
custom er com patib le behaviors and characteristics, as compared w ith  
the  a ttrib u te s  iden tified  by the NRA survey (1992), are thereby 
evaluated.
One-W ay Analysis o f Variance also is  u tilized  to test hypotheses 
5, 6, and 7 concerning difference in  the level o f im portance o f
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co m p a tib ility  a ttribu tes  across the three types o f restauran t. F ina lly , 
the  one-way ANOVA is  used to  determ ine w hether s ig n ifica n t 
re la tionsh ips exist between the co m pa tib ility  a ttrib u te s  and 
respondents’ dem ographic data.
4. Newm an-Keuls M u ltip le  Com parison: The Newm an-Keuls 
te s t is  a s ta tis tica l m ethod th a t is  used to  accom plish m u ltip le  
com parison. In  other words, i f  a set o f variables is  found to  be 
s ign ifica n tly  d iffe ren t a fte r an A nalysis o f Variance test, then  Newman- 
Keuls M u ltip le  Com parison separates the s ign ifica n t variables from  the 
com parison, w h ich  enables the researcher to  id e n tify  the  ones th a t are 
s ig n ifica n tly  d iffe ren t. In  th is  study, Newm an-Keuls M u ltip le  
C om parison is  used to determ ine i f  there are s ig n ifica n t differences 
fo r the  level o f im portance o f co m p a tib ility  a ttrib u te s  across the three 
types o f restaurant.
Summaiy
In  th is  chapter, the research fram ew ork has been defined. Two 
objectives, fo u r propositions, and nine hypotheses were presented.
The research design, research in s tru m e n t and scales, data co llection  
m ethods, and s ta tis tica l analyses m ethods also were discussed. The 
re su lts  o f the survey w ill be presented in  C hapter IV.
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CHAPTER IV
HYPOTHESES EVALUATION AND ANALYSES 
Introduction
The research find ings are presented in  the order suggested in  
the  previous chapter. F irs t, the sample is described in  term s o f 
response ra te  and respondent pro file . Then the ana ly tica l resu lts  fo r 
hypotheses tes ting  w ill be described. The m a jo r question to be 
exam ined concerns the re la tive im portance o f co m p a tib ility  
characte ris tics com pared to the NRA res tau ran t a ttrib u te s .
R esponse Rate and Respondent Profile
A  to ta l o f 1189 telephone calls were made to  residents in  the 
Las Vegas m etropo litan  area. One hundred ninety-one respondents 
pa rtic ipa ted  over a three week period, from  A p ril 8 to  A p ril 30, 1993. 
Table 5 provides a sum m ary o f the ca lcu la tion  o f the response ra te 
(23.49%). Five questionnaires were e lim inated before data coding 
because o f incom plete data. As a resu lt, 186 questionnaires were 
coded fo r data analysis.
76
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Table 5
Overall Response Rate
Num ber Percentage (%)
Total num ber o f non-working numbers 376 31.39
Total num ber o f refusals 215 17.95
Total num ber o f unanswered numbers 407 33.97
Tota l num ber o f complete interviews 191 15.94
Total num ber o f telephone calls 1189 100.00
Number o f Completed Interviews
Response Rate* =........ - .................................................... x
Number in  Sample (all eligibles)
100%= 23.49%
* Source: James Frey (1989) Survey Research By Telephone
Table 6 presents a profile o f the partic ipants  w ith  regard to 
th e ir demographic characteristics. As can be seen in  the table, the 
sample is divided roughly in to  50% males and 50% females. The 
predom inant age range is from 25 to 45, accounting for 53.22 percent 
o f to ta l respondents. Nearly h a lf o f the respondents (48.92 percent) 
are reported to be married. A tota l of 34.41 percent of the 
respondents are s ingle/never married. In  term s of household size, 
32.80 percent of the respondents report two persons liv ing  in  the 
house. A  large percent o f respondents (65.59 percent) indicate they
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Demographics Number Percentage (%)
Sex
M ale 93 50.00
Female 92 49.46
Unknown 1 054
100.00
Age
18 to 24 Years 33 17.74
25 to 34 Years 49 26.34
35 to 44 Years 50 26.88
45 to 54 Years 25 13.44
55 to 64 Years 15 8.06
65 and over 12 6.45
Refused 2 1.07
100.00
M arita l Status
Single/Never Married 64 34.41
M arried 91 48.92
Separated or Divorced 19 10.21
Widowed 8 4.30
Refused 4 2,15
100.00
Household Size
One Person 37 19.89
Two Persons 61 32.80
Three Persons 32 17.20
Four Persons 28 15.05
Five Persons and over 23 12.37
Refused 5 2.69
100.00
Children Under Age 18 in Household
Yes 63 33.87
No 122 65.59
Refused 1 054
100.00
Household Income
Under $20.000 23 12.37
$20.000 to $29.999 32 17.20
$30.000 to $39.999 43 23.12
$40.000 to $49,999 29 15.59
$50,000 to $59,000 24 12.90
$60,000 and over 32 17.20
Refused 3 1.61
100.00
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have no ch ild ren under age eighteen in  the household. Regarding 
to ta l household income, the largest percentage (23.12 percent) o f 
respondents report a level between $30,000 and $39,000. Each o f 
the other income categories comprises 12 to 17 percent o f the 
sample.
W hen these characteristics are compared to the census data 
published in  the 1993 Las Vegas Perspective, the sample appears 
s ligh tly  d ifferent from  the population. W ith respect to gender, the 
percentage o f male respondents (50%) is s ligh tly  h igher than  the 
popula tion (48%), w h ich  is usual fo r telephone surveys. Frey (1989) 
indicates th a t i f  call-backs are implemented, as is the case in  th is  
survey, males and younger respondents are more like ly  to be reached. 
The respondents’ age d is tr ib u tio n  skews s ligh tly  toward younger ages, 
compared to the population. For example, the sample contains 17.74 
percent in  the 18 to 24 years category, 26.34 percent in  the 25 to 34 
years category, and 26.88 percent in  the 35 to 44 years category. 
Comparative percentages reported fo r the popula tion are 11, 23, and 
22 percent, respectively. In  terms of m arita l status, 34.41% 
respondents say they are sing le /never m arried, compared to  15% of 
the  population. A  to ta l o f 48.92 percent of the respondents are 
m arried, w hile  58% of the population are m arried. Regarding 
household size, respondents ind ica ting  four persons o r more comprise 
27.42 percent o f the sample, compared to 18 percent in  the 
popula tion. In  terms o f income d is tribu tion , the sample is  s im ila r to 
the  popula tion, except fo r the percentage in  the bracket under
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$20,000 (12.37 percent compared to 23 percent o f the population). 
Hence, when in te rpre ting  find ings of th is  study, readers should be 
cautious th a t these differences may cause some bias.
Table 7 indicates the frequency o f respondents’ restauran t 
v is ita tion . Over one-fourth o f the respondents report tha t they 
patronized fast food restaurants more than 10 times during the past 
m onth. A  to ta l o f 42.47 percent o f the respondents went to fast food 
restaurants five times or less, du ring  the past m onth. Three 
partic ipants said th a t they never went to a fast food restaurant before. 
W ith  regard to the moderately priced restaurant v is ita tion  du ring  the 
past m onth, 47.85 percent o f the respondents patronize such place 3 
to 5 times. Concerning higher priced restaurants v is ita tion , 44.09 
percent respondents patronized th is  type o f restaurant less than  once 
during  the past month.
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Table 7
Respondents’ Restaurant V is ita tion  Frequency D uring  Past M onth
Frequency
Fast Food 
Restaurant
Moderately Priced 
Restaurant
Higher Priced 
Restaurant
Persons SL Persons % Persons
0 times 19 10.44 8 4.32 29 15.68
1 9 4.95 16 8.65 53 28.65
2 20 10.98 26 14.05 34 18.38
3 15 8.24 35 18.92 17 9.19
4 16 8.79 29 15.68 15 8.11
5 18 9.89 25 13.51 13 7.03
6 14 7.69 10 5.41 7 3.78
7 4 2.20 1 0.54 3 1.62
8 10 5.49 5 2.70 5 2.70
9 1 0.55 5 2.70 0 ---
10 20 10.98 12 6.49 3 1.62
11 and over _2S 19.78 7.03 3.24
Total 182 185 185
Note: One respondent did not indicate restaurant visitation during the past month. 
Three respondents report they have never been to a fast food restaurant.
Hypothesis Testing
Hypothesis 1: Customer com patib le/incom patib le behaviors and 
characteristics are as im portan t as the restaurant a ttribu tes identified
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by the NRA survey (1992) in  determ ining customers’ perceptions of 
good value in  a restaurant experience.
W ith  regard to  the testing of the above hypothesis, a one-way 
Analysis of Variance (ANOVA) is used to see i f  there are differences 
between the com patib ility  a ttribu tes and the NRA a ttribu tes  in  terms 
o f perceptions o f good value across a ll three types o f restaurants (see 
Table 8).
Table 8
Analysis o f Variance Test fo r C om patib ility  A ttribu tes and the NRA 
Restaurant A ttribu tes Across three tvpes o f Restaurant
Summary
Groups
C om patib ility
A ttribu tes
NRA
Count
3312
A ttribu tes 3312
ANOVA
Source o f 
V aria tion
Sum of 
Squares D F
Between 7096.13 1
W ith in 55543.18 6622
To ta l 62639.30 6623
Sum Average
19197 5.80
26053 7.87
7096.13
8.39
Variance
9.77
7.00
F
846.02
P-value
0.00
Fcrlt
3.84
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Table 8 summarizes the results. As the table indicates, the 
NRA's restauran t a ttributes, w ith  a mean score o f 7.87, are s ta tis tica lly  
more im po rta n t than  the com patib ility  a ttribu tes w ith  a mean score o f 
5.80. These resu lts are s ign ificant a t 9 = 0.05. In  other words, NRA 
restauran t a ttribu tes  on the whole are more im po rtan t than  
com pa tib ility  a ttribu tes  in  determ in ing customers' perceptions o f good 
value. Based on the analysis. Hypothesis 1 is no t supported.
Hypothesis 2: The mean level o f im portance o f customer 
com patib ility  a ttribu tes  w ill equal or exceed the mean level of 
im portance o f the NRA attribu tes in  fast food restaurants.
W ith  regard to the test o f Hypothesis 2, the results are 
summarized in  Table 9. As the table po ints out, NRA restaurant 
a ttribu tes, w ith  a mean score of 7.52, are s ign ificantly  more im portan t 
than  com patib ility  a ttributes, w ith  a mean score o f 4.98, a t 9 = 0.05 
level. The resu lt o f the analysis fa ils to support Hypothesis 2. This 
means th a t the respondents consider NRA restaurant a ttribu tes on the 
whole to be more im portan t than  com patib ility  a ttribu tes in  
determ in ing th e ir value perceptions at fast food restaurants.
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Table 9
One-way Analysis o f Variance fo r C om patib ility  A ttribu tes and NRA 
Restaurant A ttribu tes at Fast Food Restaurants
Summary
Groups Count
C om patib ility
A ttribu tes 1092
NRA
A ttribu tes 1092
ANOVA
Source o f Sum of
V aria tion Squares D F
Between 3510.70 1
W ith in 17972.80 2182
T o ta l 21483 .50  2183
Sum
5442
8211
Average
4.98
7.52
3510.70
8.24
F
426.2
Variance
8.97
7.50
P-value
0.00
Fcrlt
3.85
Hypothesis 3: The mean level o f im portance of custom er 
com patib ility  a ttribu tes w ill equal or exceed the mean level o f 
im portance of the NRA a ttribu tes  in  moderately priced restaurants.
The resu lt o f the analysis again fa ils to support the hypothesis, 
w h ich  in  th is  case pertains to m oderately priced restaurants (see 
Table 10). As the table shows, sta tis tica lly  the NRA’s restaurant
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attribu tes, w ith  a mean score o f 7.90. are more im po rtan t than  the 
com patib ility  factors, w ith  a mean score of 5.70, at 9 = 0.05.
Table 10
One-way Analysis o f Variance fo r C om patib ility  A ttribu tes and NRA 
Restaurant A ttribu tes at Moderately Priced Restaurants
Summary
Groups Count Sum Average Variance
C om patib ility
A ttribu tes 1110 6333 5.70 9.11
NRA
A ttribu tes 1110 8771 7.90 6.39
ANOVA
Source o f Sum of
V aria tion Squares D F Mean Square F P-value
Between 2678.50 1 2678.51 345.6 0.00
W ith in 17190 2218 7.75
To ta l 19868 2219
Hypothesis 4: The mean level o f im portance o f customer 
com patib ility  a ttribu tes w ill equal or exceed the mean level of 
im portance of the NRA a ttribu tes in  h igher priced restaurants.
Table 11 indicates tha t, among h igher priced restaurants, the 
NRA's restaurant a ttributes, w ith  a mean ranking  of 8.17, are
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sign ificantly  more im portan t than  the com patib ility  a ttribu tes, w ith  a 
mean rank ing  of 6.69, a t 9 = 0.05. The resu lt o f the analysis again fails 
to support the hypothesis.
Table 11
One-way Analysis o f Variance for C om patib ility A ttribu tes and NRA 
Restaurant A ttribu tes a t Higher Priced Restaurants
Summ ary
Groups Count Sum Average Variance
C om patib ility  
A ttribu tes  1110 74223 6.69 9.78
NRA
A ttribu tes 1110 9071 8.17 6.93
ANOVA
Source o f 
V aria tion
Sum of 
Squares D F Mean Square F P-value
Between 1224.12 1 1224.12 146.50 0.00
W ith in 18533 2218 8.36
T o ta l 19757 2219
Fcrlt
3.85
From the results o f the tests o f Hypotheses 1. 2. 3, and 4. the 
mean levels o f NRA restaurant attributes are sta tis tica lly  more 
im po rtan t than  those o f the com patib ility  a ttribu tes in  restaurants
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overall and in  each o f the three different types o f restaurant 
operations.
Hypothesis 5: As compared to custom er expectations in  
m oderately priced and fast food restaurants, customers in  higher 
priced restaurants place the highest degree o f im portance on 
custom er com patib ility  factors in  determ ining price-value satisfaction.
Hypothesis 6: Customers in  moderately priced restaurants place 
a moderate degree of im portance on customer com patib ility  factors in  
determ in ing price-value satisfaction. The degree of im portance would 
be lower than  among customers o f h igher priced restaurants b u t 
h igher than  among customers o f fast food restaurants.
Hypothesis 7: As compared to custom er expectations in  h igher 
priced and moderately priced restaurants, customers in  fast food 
restaurants place the lowest degree o f im portance on custom er 
com patib ility  factors in  determ ining price-value satisfaction.
Table 12 shows the ANOVA and Newman-Keuls M u ltip le  
Comparison tests o f Hypothesis 5. 6. and 7 fo r the comparison of 
im portance of com patib ility  a ttribu tes across the three types o f 
restaurants. The resu lt o f ANOVA indicates s ta tis tica lly  s ign ificant 
differences, a t 9 = 0.05, in  the respondents' perceptions of 
com patib ility  a ttribu tes across the three restauran t categories. The 
Newman-Keuls M u ltip le  Comparison fu rth e r indicates th a t s ta tis tica lly
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Table 12
Analysis o f Variance fo r C om patib ility  A ttribu tes Across Three Types of 
Restaurants
Sum m aiy
Groups
H igher 
M oderate ly 
Fast Food
ANOVA
Source o f Sum of
Count Sum Average Variance
1110 7423 6.69 9.78
1110 6333 5.70 9.11
1092 5442 4.99 8.97
Varia tion Souares D F  Mean Square F P-value Fcrit
Between 1611.15 2 805.57 86.70 0.00 3.00
W ith in 30746.3 3309 9.29
To ta l 32357.4 3311
Newman-keuls Multiple Comparison for Variables
P Q S crio t
Mean (H) - Mean (F) = 1.6834 3 69.88 14.75
Mean (H) - Mean (M) = 0.9516 2 39.50 12.34
Mean (M) - Mean (F) = 0.7318 2 30.38 12.34
Newman-Keuls Grouping
H igher priced restaurants
M oderately priced restaurants ___
Fast food restaurants ___
Note: A t the 0.05 level o f significance, the means o f any two groups 
w ith  s ign ificantly  d ifferent values are represented by lines tha t 
do not overlap.
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sign ificant differences exist between each type o f restaurant. In  other 
words, respondents consider th a t the com patib ility  a ttribu tes are most 
im po rtan t a t h igher priced restaurants as compared to moderately 
priced and fast food restaurants. They are next m ost im portan t in  
moderately priced restaurants and least im portant a t fast food 
restaurants.
Importance of Compatibility Attributes in Three Types of Restaurants
Based on the results o f frequency analysis, interesting 
in fo rm ation  about central tendency and va riab ility  for each a ttribu te  
can be obtained. W hat the respondents consider most im portan t or 
least im portan t in  the perception of good value in  a restaurant 
experience can be explored at least in  pa rt w ith  an exam ination o f 
means, medians, modes and standard deviations w ith  the frequency 
counts. The measures are presented for each com patib ility  a ttribu te  
in  Table 13, 14, and 15, representing fast food, moderately priced, 
and h igher priced restaurants, respectively.
According to the NRA standard, an a ttribu te  w ith  a mean score 
over 8.00 is considered to be very im portant to customers' 
perceptions o f good value. Table 13 and 14 indicate tha t the mean 
scores o f the com patib ility  a ttributes both in  fast food restaurants and 
moderately priced restaurants are all less than  8.00, w h ich suggests 
tha t, given the NRA standard, these attributes are not im portan t to 
customers' perceptions o f good value. As Table 15 indicates, however, 
three ou t o f th irteen attributes, w ith  a mean score over 8.00, are
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identified to be im po rtan t to customers' perceptions o f good value in  
h igher priced restaurants.
Table 13
Central Tendencv and V ariab ilitv  fo r C om patib ilitv  A ttribu tes in  Fast 
Food Restaurants
Mean Standard
Comnatibllitv Attributes Score Median Mode Devlai
No crying infants 5.11 5 5 2.91
No coughing, sneezing or blowing nose 5.60 5 5 2.68
No customer publicly displays affection 4.29 4 5 2.90
No speaking in a foreign language 3.42 2 1 3.10
No telling racial or ethnic jokes 5.68 5 10 3.37
No customer takes too much time with servers 5.95 6 5 2.42
Customers are appropriately dressed 4.82 5 5 2.49
Other customers are similar in age 2.68 2 1 2.01
Customers with similar background/lifestyle 3.11 2 1 2.11
People look like having a good time 6.37 7 5 2.70
No children loose and unsupervised 6.33 6 10 2.98
Customers with polite and good manners 6.16 6 8 2.26
No customer smokes a cigarette 6.05 6 10 3.74
Note: The scores for importance to good value range from 1 (not important at all)
to 10 (very important). A mean ranking of 8.00 or higher is considered to be 
important to customers' perception of value.
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Table 14
Central Tendencv and V ariab ility  fo r C om patib ilitv  A ttribu tes in  
Moderatelv Priced Restaurants
Compatibilitv Attributes
Mean
Score Median Mode
Standard
Deviation
No crying infants 5.83 6 10 2.88
No coughing, sneezing or blowing nose 5.80 6 10 2.93
No customer publicly displays affection 4.77 5 1 3.02
No speaking in a foreign language 3.67 2 1 3.17
No telling racial or ethnic jokes 5.94 5 10 3.40
No customer takes too much time with servers 6.31 7 8 2.44
Customers are appropriately dressed 6.71 7 8 2.29
Other customers are similar in age 3.63 3 2 2.38
Customers with sim ilar background/lifestyle 3.98 4 1 2.55
People look like having a good time 6.63 7 8 2.52
No children loose and unsupeivised 7.77 8 10 2.29
Customers with polite and good manners 7.26 8 8 1.91
No customer smokes a cigarette 6.59 8 10 3.60
Because an examination only of means can be m isleading, the 
data are summarized also by mode and median. This simple analysis 
reveals a num ber o f interesting ind ications about the im portance o f 
com patib ility  factors. W ith  regard to fast food restaurants, e.g.. fou r 
ou t o f the th irteen com patib ility  a ttribu tes have a mode of 8.00. or 
higher. In  term s o f moderately priced restaurants, fou r com patib ility
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a ttribu tes have a median over 8.00. F ifty  percent o f the respondents 
perceive the  com patib ility  a ttribu tes to  be very im po rta n t to th e ir 
perceptions o f good value a t moderately priced restaurants. Nine 
com patib ility  a ttribu tes in  th is  restaurant category have a mode o f 8.00 
o r higher.
Table 15
Priced Restaurants
Compatibility Attributes
Mean
Score Median Mode
Standard
Deviation
No crying infants 7.32 8 10 2.82
No coughing, sneezing or blowing nose 6.95 7.5 10 2.77
No customer publicly displays affection 5.61 6 1 3.19
No speaking in a foreign language 4.06 2 1 3.33
No telling racial or ethnic jokes 6.34 6 10 3.46
No customer takes too much time with servers 7.15 8 10 2.71
Customers are appropriately dressed 8.43 9 10 1.82
Other customers are similar in age 4.56 5 1 2.64
Customers with sim ilar background/lifestyle 6.02 5 1 2.75
People look like having a good time 6.95 8 8 2.56
No children loose and unsupervised 8.91 10 10 1.89
Customers with polite and good manners 8.54 9 10 1.73
No customer smokes a cigarette 6.88 9.5 10 3.63
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Regarding the h igher priced restaurants, three ou t o f th irteen  
com patib ility  a ttribu tes have a mean rank ing  o f 8.00. Ihese  three, 
p lus fo u r others, have median o f 8.00 or higher. Nine a ttribu tes have a 
mode o f 8.0 or higher.
In  summary, the com patib ility  a ttribu tes tend to be low in  mean 
b u t often h igh in  median and mode. The com patib ility  a ttribu tes also 
have a larger variance, as compared to NRA attribu tes. Responses to 
com patib ility  a ttribu tes are more broadly dispersed. This means tha t 
some a ttribu tes are perceived to be very im po rtan t by some 
respondents b u t no t a ll to others. Overall, some com patib ility  
a ttribu tes are perceived by sign ificant num bers o f respondents to  be 
very im po rtan t to  good value. They are perceived to be more 
im po rtan t a t h igher priced restaurants than a t fast food and 
m oderately priced restaurants.
Demographics and Compatibility Attributes
As pointed ou t by M artin  and Pranter (1989). com patib ility  
a ttribu tes  are personal and situationa l. I t  is w orthw hile  to see i f  the 
demographics can be useful as a segmentation tool fo r understanding 
the effects o f com patib ility  factors in  restaurants.
G ender
Tables 16. 17. and 18 show P-valu es larger than 0.05. in  a ll 
three types o f restaurants. These values ind icate there is no 
s ign ifican t difference in  the perceptions o f good value between male
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and female respondents. Gender appears to have no effect on the 
perceptions o f com patib ility  a ttributes, in  terms o f good value, a t fast 
food, moderately priced, and higher priced restaurants.
Table 16
Effects o f Gender on Perceptions of C om patib ilitv  A ttribu tes  at Fast 
Food Restaurants
Siimmaiy
Groups Count Sum Average Variance
M ale 546 2719.5  4.98 8.99
Female 546 2782 5.10 9.10
ANOVA
Source o f 
V aria tion
Sum of
Squares D F Mean Square F P-value Fcrit
Between 3.58 1 3.58 0.40 0.53 3.85
W ith in
T o ta l
9860 .10  1090  
9863 .67  1091
9.05
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Table 17
Effects of Gender on Perceptions of Compatibilitv A ttributes a t
Moderatelv Priced R estauran ts
95
Summaiy
Groups Count Sum Average Variance
Male 558 3170  5.68 9.17
Female 552 3204.5  5.81 9 .03
ANOVA
Source o f Sum of
V aria tion Squares D F Mean Square F P-value
Between 4.28  1 4.28 0.47 0.49
W ith in 10080.53 1108 9.10
To ta l 10084.81 1109
Fcrit
3.85
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Table 18
Priced Restaurants
Summ ary
Groups Count Sum Average Variance
Male
Female
558
552
3786 6.78 
3663 6.64
9.39
10.09
ANOVA
Source o f 
Varia tion
Sum of 
Squares D F Mean Square F P-value Fcrit
Between 6.09 1 6.09 0.63 0.43 3.85
W ith in 10790.04 1954 9.74
To ta l 10796.13 1109
W ith  a P-value larger than 0.05. Table 19 indicates no 
s ta tis tica lly  s ign ifican t effect o f age on the perceptions of com patib ility  
a ttribu tes, in  term s of good value, a t fast food restaurants. However. 
Tables 20 and 21 show P-values o f 0.02 and 0.01, respectively. These 
resu lts  ind icate a sta tis tica lly  s ign ificant difference 0  = 0.05) in  the 
perceptions o f com patib ility  a ttributes, in  term s o f good value, at 
moderately priced and h igher priced restaurants. The highest average 
score in  bo th  cases is indicated fo r those respondents who are 55 to 
64 years old.
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Table 19
Restaurants
Summary
Groups Count Sum Average Variance
18-24 198 90 4.55 8.93
2 5 -3 4 294 1465 4.98 7.73
35 -4 4 282 1430 5.07 8.81
45 -54 150 767 5.11 10.54
55 -64 90 477 5.30 8.59
65+ 66 334 5.06 11.69
ANOVA
Source o f Sum of
V aria tion Squares D F  Mean Square F P-value Fcrit
Between 50.72 5 10.14 1.14 0.34 2.22
W ith in 9595.15 1074 8.93
T o ta l 9645.87 1079
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Table 20
Priced Restaurants
Summary
Groups Count Sum Average Variance
18-24 198 1043 5.27 9.81
25 -34 294 1753 5.96 6.75
35 -44 300 1650 5.50 8.83
45 -54 150 895 5.97 10.81
55 -64 90 567 6.29 9.51
65+ 72 382 5.30 12.69
ANOVA
Source o f Sum of
Varia tion Squares D F  Mean Square F P-value Fcrit
Between 122.94 5 24.59 2.73 0.02 2.22
W ith in 9906.96 1098 9.02
To ta l 10029.90 1103
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Table 21
Effects of Age on Perceptions of Compatibility A ttributes a t Higher
Priced R estau ran ts
Summary
Groups Count Sum Average Varianc
18-24 198 1297 6.55 10.51
25-34 2 9 4 2033 6.91 8.01
35-44 3 0 0 1908 6.36 9.66
45-54 150 1037 6.91 11.14
55-64 90 663 7.37 8.52
65+ 72 428 5.94 13.04
ANOVA
Source o f 
V aria tion
Sum of 
Squares D F  Mean Square F P-value
Between 139.52 5 27 .90  2.88 0.01
W ith in 10649.70 1098 9.70
Tota l 10789.22 1103
Fcrit
2.22
Frequency o f Restaurant V is ita tion
As Table 22 indicates, no obvious trend can be identified for the 
re la tionships between the perception of com patib ility  a ttribu tes and 
restauran t v is ita tion  frequency at fast food and moderately priced 
restaurants. A gap is identified for h igher priced restaurants between 
the respondents who v is it such places five times or less and six times 
or more. A  one-way ANOVA is used to see i f  a sta tis tica lly  sign ificant 
difference exists between the two groups. Table 23 summarizes the 
results. As the table indicates, there are sta tis tica lly  s ign ificant
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Table 22
Mean Ranking for C om natib ilitv  A ttribu tes
Frequency
Fast Food 
Restaurant
M oderately Priced 
Restaurant
H igher Priced 
Restaurant
Times Persons Mean Persons Mean Persons Mean
0 19 5.04 8 6.43 29 6.05
1 9 4.81 16 5.46 53 6.34
2 20 4.8 26 5.60 34 7.17
3 15 5.57 35 5.61 17 6.87
4 16 5.03 29 5.53 15 6.14
5 18 5.58 25 5.4 13 6.30
6 14 5.27 10 6.7 7 8.62
7 4 3.92 1 3.5 3 7.44
8 10 5.37 5 5.07 5 7.3
9 1 6.17 5 5.47 0 ---
10 20 4.80 12 5.58 3 7.5
11 and over _36 4.48 JL3 6.73 _6 7.9
Total 182 185 185
Note: One respondent did not indicate restaurant visitation during the past month. 
Three respondents report they have never been to a fast food restaurant.
differences between the two. Respondents who patronized h igher 
priced restaurants six times or more du ring  the past m onth perceive
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the com patib ility  a ttribu tes to be more im portant than  those who eat
a t such restaurants five times or less.
Table 23
Effects o f H igher Priced Restaurant V is ita tion  D uring  the Past M onth
on Perceotions o f C om natib ilitv  A ttribu tes
Summaiy
Groups Count Sum Average Variance
5 times or less 966 6277 6.50 9.97
6 times and over 144 1136 7.89 6.80
ANOVA
Source o f Sum of
V aria tion  Squares D F Mean Square F P-value Fcrit
Between 242.64 1 242.64 25.38 0.000 3.85
W ith in  10591.47 1108 9.56
T o ta l 10834.11 1109
M artia l Status
According to Table 24, 25, and 26, sign ificant differences exist 
between the respondents' perceptions o f com patib ility  a ttribu tes  a t 
the three types o f restaurants. For the fast food restaurants, 
respondents w ith  sing le /never m arried status perceive the 
com patib ility  a ttribu tes as least im portant. W ith regard to moderately 
priced and h igher priced restaurants, respondents who are m arried  
consider the com patib ility  a ttribu tes most im portant.
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Table 24
Effects of Marital S ta tu s on Perceptions of Compatibilitv A ttributes a t
Fast Food R estaurants
Summary
Groups Count Sum Average Variance
Single 372 1719 4.62 8.42
M arried 540 2777 5.14 8.67
Sep/div. 114 603 5.29 9.84
Widowed 48 256 5.33 14.43
ANOVA
Source o f 
Varia tion
Sum of 
Squares D F Mean Souare F P-value Fcrit
Between 79.31 3 26.44 2.95 0.03 2.61
W ith in
To ta l
9584.95
9664.26
1070
1073
8.96
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Table 25
Effects of M arital S ta tus on Perceptions of Compatibilitv A ttributes a t
M oderatelv Priced R estauran ts
Summary
Groups Count Sum Average Variance
Single 384 2074 5.40 8.89
M a rrie d 546 3270 5.99 8.60
Sep/div. 114 633 5.55 9.56
W idowed 48 247 5.15 14.64
ANOVA
Source o f 
V aria tion
Sum of 
Squares D F  Mean Square F P-value
Between 96.85 3 32.28 3.56 0.01
W ith in 9861.58 1088 9.06
To ta l 9958.43 1091
Fcrit
2.61
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Table 26
Effects of Marital S ta tu s on Perceptions of Compatibilitv A ttributes a t
H igher Priced R estau ran ts
Summary
Groups Count Sum Average Variance
S ingle 384 24 56  6.50 9.63
M a rried 546 3309  6.98 9.15
Sep/div. 114 742 6.51 10.09
W idowed 48 290  6.04 15.96
ANOVA
Source o f Sum of
V aria tion Squares D F  Mean Square F P-value
Between 101.51 3 33.84 3.48 0.01
W ith in 10567.16 1088 9.71
T o ta l 10668.67 1091
Fcrit
2.61
Num ber o f Children in  Household
According to Tables 27, 28, and 29, no s ign ifican t difference 
exists in  the perceptions o f com patib ility  a ttribu tes in  term s o f good 
value in  three types of restaurants based on the num bers o f ch ild ren in  
the household.
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Table 27
Effects of Children in Household on Perceptions of Compatibilitv
Attributes a t Fast Food R estaurants
105
Summaiy
Groups Count Sum
1856
3577
Average
4.99
4.97
C hild ren 372 
No Children 720
ANOVA
Source o f Sum of
V aria tion Squares D F  Mean Square 
Between 0.10 1 0.10
W ith in  9739.68 1090 8.94
To ta l 9739.78 1091
0.01
Variance
9.07
8.87
P-value
0.91
Fcrit
3.85
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Table 28
Effects of Children in Household on Perceptions of Compatibilitv
A ttributes a t Moderatelv Priced R estaurants
106
Summary
Groups Count Sum
2138
4187
Average
5,65
5.72
C h ild ren  378 
No C hildren 732
ANOVA
Source of Sum of
V aria tion  Squares D F  Mean Square 
Between 1.06 1 1.06
W ith in  10067.79 1108 9.09
T o ta l 10068.84 1109
0.12
Variance
8.93
9.16
P-value
0.73
Fcrit
3.85
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Table 29
Effects o f Num ber o f C hildren on Perceptions o f C om p a tib ilitv
A ttributes a t Higher Priced R estaurants
107
Summary
Groups Count Sum
2463
4954
Average
6.51
6.77
C h ild re n  378 
No C h ild ren  7 32
ANOVA
Source o f Sum of
V a ria tio n  Squares D F Mean Square 
Between 15.98 1 15.98
W ith in  10812.69 1108 9.76
T o ta l 10828.67 1109
F
1.64
V ariance
9.70
9.79
P-value
0.20
Fcrit
3.85
Household Income
Table 30 ind icates a s ta tis tica lly  s ign ifican t difference in  the 
perceptions o f com pa tib ility  a ttribu tes , in  term s o f good value, in  fas t 
food restauran ts. However, there appears to  be no effect o f the 
household income on the perceptions o f good value a t m oderately 
priced and h igher priced restaurants, as shown in  Tables 31 and 32.
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Table 30
Effects o f Household Income on Perceptions o f C om p a tib ilitv
A ttributes a t Fast Food R estaurant
108
Smnmaiy
ANOVA
Source o f Sum of
V aria tion Squares D F
Between 105.78 5
W ith in 9413.45 1044
T o ta l 9519.23 1049
  Mean Square 
21.16 
9.02
Groups Count Sum Average V arian
U nder $20.000 138 722 5.23 9.35
$ 2 0 ,0 0 0 -2 9 ,9 9 9 162 730 4.51 8.79
$3 0 ,0 0 0 -3 9 ,9 9 9 258 1303 5.05 8.57
$4 0 ,0 0 0 -4 9 ,9 9 9 162 748 4.62 8.01
$ 5 0 ,0 0 0 -5 9 ,9 99 144 734 5.10 9.93
$6 0 ,0 00+ 186 1009 5.42 9.76
F P-value
2.35 0 .04
Fcrit
2.22
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Table 31
Effects of Household Income on Perceptions of Compatibility
A ttributes a t Moderatelv Priced R estauran ts
109
Sum m aiy
Groups Count Sum Average Varianc
U nder $20,000 138 787 5.70 9.26
$ 2 0 ,0 0 0 -2 9 ,9 99 162 865 5.34 10.11
$ 3 0 ,0 0 0 -3 9 ,9 9 9 258 1485 5.76 8.38
$ 4 0 ,0 0 0 -4 9 ,9 99 174 993 5.71 8.00
$ 5 0 ,0 0 0 -5 9 ,9 99 144 833 5.78 10.91
$60 ,000+ 192 1118 5.82 9.45
ANOVA
Source o f Sum  o f 
V a ria tion  Squares D F Mean Square F P-value
Between 25.63 5 5.13 0.56 0.73
W ith in  9800.19  
T o ta l 9825.82
1062
1067
9.23
Fcrit
2.22
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Table 32
Effects of Household Income on Perceptions of Compatibilitv
A ttributes a t  Higher Priced R estauran ts
110
Summaiy
Groups Count Sum Average Varianc
U nder $20,000 138 931 6.75 9.01
$ 2 0 ,0 0 0 -2 9 ,9 9 9 162 981 6.06 11.21
$ 3 0 .0 0 0 -3 9 ,9 9 9 258 1777 6.89 8.90
$ 4 0 ,0 0 0 -4 9 ,9 9 9 174 1200 6.90 9.56
$ 5 0 .0 0 0 -5 9 ,9 9 9 144 934 6.49 10.42
$ 6 0 ,0 0 0 + 192 1302 6.78 10.33
ANOVA
Source o f Sum of 
V a ria tio n  Squares D F Mean Square F P-value
Between 90.25 5 18.05 1.84 0.10
W ith in  10443.32  
T o ta l 10533.56
1062
1067
9.83
Fcrit
2.22
Household Size
Table 33 ind icates no s ign ifica n t re la tionsh ip  between household 
size and respondents' perceptions o f com pa tib ility  a ttrib u te s  in  term s 
o f good value a t fast food restaurants. However, a s ign ifican t 
re la tio n sh ip  is found a t m oderately priced and h igher priced 
restauran ts, as ind icated in  Tables 34 and 35. For those respondents 
w ith  a household size o f two, com pa tib ility  a ttrib u te s  are viewed as 
more im po rta n t, as compared to the other household size groups.
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Table 33
Fast Food Restaurants
Summary
Groups Count Sum Average Variance
1 person 210 1025 4.88 9.09
2 persons 366 1889 5.16 9.40
3 persons 192 970 5.04 8.08
4 persons 168 830 4.94 9.82
5 persons+ 132 608 4.60 8.09
ANOVA
Source o f Sum o f
V a ria tion Squares D F  Mean Square F P-value Fcrit
Between 34.10 4 8.52 0.95 0.44 2.38
W ith in 9573.07 1063 9.01
T o ta l 9607.17 1067
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
112
Table 34
M oderatelv Priced R estaurants
Summary
Groups Count Sum Average Variance
1 person 222 1234 5.56 9.52
2 persons 366 2208 6.03 9.02
3 persons 192 1104 5.75 8.36
4 persons 168 830 4.94 10.14
5 persons-f 138 666 4.82 7.94
ANOVA
Source o f Sum  o f
V a ria tion Squares D F Mean Square F P-value Fcrit
Between 154.98 4 38.74 4.28 0.002 2.38
W ith in 9774.91 1081 9.04
T o ta l 9929.89 1085
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Table 35
H igher Priced R estaurants
Summary
Groups Count Sum Average V ariance
1 person 222 1411 6.36 10.57
2 persons 366 2602 7.11 9.39
3 persons 192 1308 6.81 8.77
4 persons 168 1165 6.93 9.89
5 persons+ 138 765 5.54 9.26
ANOVA
Source o f Sum of
V a ria tio n Squares D F Mean Square F P-value Fcrit
Between 284.41 4 71.10 7.42 0.000 2.38
W ith in  10361.08 1081 9.58
T o ta l 10645.48 1085
Summary
T h is chapter presented the response rate, a p ro file  o f the 
respondents, and resu lts  o f s ta tis tica l analysis o f the re la tionsh ips 
am ong the variables. Hypotheses 1, 2, 3, and 4 are no t supported. 
The NRA re s tau ran t a ttrib u te s  are s ta tis tica lly  more im p o rta n t th a n  
the  co m p a tib ility  a ttribu tes . Hypotheses 5, 6, and 7 are supported. 
The h ighe r the average check, the  h igher the expectation custom ers 
have fo r a res tau ran t in  term s o f th e ir perceptions o f co m p a tib ility  
a ttrib u te s . The resu lts  also ind ica te  th a t some dem ographic
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in fo rm a tion  m ay segment the respondents by perception. The next 
chapter presents a discussion and conclusion o f the study.
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CHAPTER V
SUMMARY AND CONCLUSION 
In tro d u c tio n
In  the previous chapter, the s ta tis tica l resu lts  o f the study are 
presented. In  th is  chapter, these find ings are discussed and 
suggestions are made fo r fu tu re  research.
Summary of Findings
This s tudy is designed to measure the re la tive level o f 
im portance o f custom er com pa tib ility  factors in  de term in ing 
custom ers’ perceptions o f value in  a re s tau ran t experience. W ith 
respect to  the test o f Hypotheses 1 ,2 ,3 , and 4 th a t compare the level 
o f im portance o f NRA restauran t a ttribu tes  and custom er com pa tib ility  
a ttrib u te s  in  restauran ts overall and in  three d iffe ren t types o f 
re s tau ran t operations, the results ind ica te in  every case th a t the NRA 
re s tau ran t a ttrib u te s  are s ta tis tica lly  more im p o rta n t than  the 
co m p a tib ility  a ttrib u te s . The hypotheses are no t supported, a lthough 
there are some ind ica tions as the average check increase, custom er 
co m p a tib ility  cha racte ris tics  become m ore im p o rta n t, especially fo r 
those who are 55 to 64 years old and fo r those who are m arried.
In  term s o f testing  Hypotheses 5, 6. and 7 th a t compare the 
level o f im portance o f the com pa tib ility  a ttrib u te s  across the  three
115
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types o f restaurants, the resu lts  generally support the  hypotheses.
The resu lts  ind ica te  th a t the  h igher the  price, the h igher the 
expectations th a t custom ers have w ith  a re s tau ran t in  term s o f 
co m p a tib ility  a ttribu tes . The resu lts are consistent w ith  the s tudy o f 
Dodds (1991) and Shaw (1992).
The find ings can be discussed in  the fo llow ing categories: (1) 
na tu re  o f co m p a tib ility  a ttrib u te s : (2) com pa tib ility  a ttrib u te s  in  
restauran ts: and (3) perceptions o f co m p a tib ility  a ttrib u te s  and 
custom er dem ographic characte ris tics.
Nature o f C om patib ilitv  A ttribu tes  
R esults o f the survey ind ica te  overall low er mean ra nk ing  fo r 
com pa tib ility  a ttribu tes  than NRA restauran t a ttribu tes. R estaurant 
a ttrib u te s  are considered more im p o rta n t than  co m p a tib ility  a ttrib u te s  
in  de term in ing perceptions o f good value. Yet, co m p a tib ility  factors 
should n o t be dism issed. One reason is  th a t the na ture o f 
co m p a tib ility  factors may be such th a t the cu rren t survey d id  no t 
adequately account fo r them.
As ind ica ted by M a rtin  and P ranter (1989), com pa tib ility  
a ttrib u te s  consist m a in ly  o f d issa tisfier-re la ted factors. Cadotte and 
Turgeon (1988) describe d issa tis fie rs as characte ris tics th a t are m ore 
lik e ly  to earn a com pla in t fo r low  perform ance in  m eeting standards 
b u t do n o t re su lt in  com plim ents when they meet or exceed the  
standards. D issatisfiers also exh ib it a broad zone o f indifference, 
w h ich  means th a t custom ers have some degree o f tolerance w ith
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respect to them . As iden tified  by th is  study, on ly one ou t o f e ight 
d issa tis fie rs is  determ ined to  be im p o rta n t to respondents' 
perceptions o f good value a t h igher priced restauran ts, com pared to 
tw o ou t o f five satisfie rs. Th is find ings m ay suggest the 
im plem entation o f co m p a tib ility  m anagem ent w ill no t g reatly enhance 
custom ers’ perceptions o f a service experience. However, 
com pa tib ility  m anagement can sub stan tia lly  reduce the p o ss ib ility  o f 
incom patib le  in te ractions between custom ers. By e lim in a ting  the 
d issa tisfie rs, the like lihood o f custom ers’ d issa tis faction  can be 
reduced and a restauran t can ob ta in  com petitive advantage.
C om patib ilitv  A ttrib u te s  in  Restaurants 
Custom ers go to d iffe ren t restauran ts based on d iffe ren t needs 
and occasions (NRA, 1984). Accord ingly, they have d iffe ren t 
expectations toward d iffe ren t types o f res tau ran t operations. There is  
a need to  see w ha t is  the  difference th a t custom ers expect fo r the 
three types o f restau ran t in  term s o f the com pa tib ility  a ttrib u te s .
Fast Food Restaurants
Custom ers who patronize fast food restaurants ra te co m p a tib ility  
factors as less im po rta n t to good value than those in  m oderately priced 
and h igher priced restaurants (see Table 14, 15, and 16). As 
ide n tified  by the NRA (1986), custom ers go to fast food restauran ts  
m a in ly  fo r convenience. They expect speedy service a t a reasonable 
p rice . The co m pa tib ility  a ttrib u te s , concerning the overall
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environm ent o f a service, m ay be re la tive ly irre levan t to w ha t 
custom ers expect from  fas t food restaurants. Custom ers can be 
expected to care less about com patib ility  a ttrib u te s .
M oderatelv Priced R estaurants
Respondents who patronize m oderately priced restauran ts do 
n o t consider co m pa tib ility  a ttribu tes to be as im p o rta n t as in  h igher 
priced restauran ts. None o f the com pa tib ility  a ttrib u te s  are rated 8.00 
o r over (see Table 15). Perhaps one reason the low er ra tin g  occurs is 
because custom ers are prepared to trade o ff p a rt o f the level o f service 
in  order to reduce th e ir perceptions o f m onetary sacrifice  when they 
patronize the m oderately priced restaurants. A nother reason, as 
suggested, maybe th a t com pa tib ility  a ttribu tes tend to be d issatisfiers 
w h ich  have a w ider zone o f indifference. Therefore, these 
co m p a tib ility  a ttrib u te s  tend to be unnoticed or ignored unless 
excessively unpleasant levels are reached.
A lthough the mean rankings suggest th a t co m p a tib ility  a ttribu tes 
are no t im po rtan t, given the NRA standard, three a ttrib u te s  are found 
to  have a m edian o f 8.00 or higher, w hich means th a t h a lf o f the 
respondents considering these three a ttrib u te s  to  be very im p o rta n t to 
th e ir perceptions o f good value. The a ttrib u te s  are: 1) no ch ild ren 
ru n n in g  around loose and unsupervised: 2) custom ers are po lite  and 
have good m anners, and 3) no custom er smokes a cigarette. The 
find ing , overall, suggests th a t some degree o f co m p a tib ility  
m anagem ent is required.
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H igher Priced R estaurants
Respondents who patronize h igher priced restauran ts rate a 
to ta l o f three o u t o f th irte e n  a ttribu tes  presented to them  as being 
im p o rta n t to th e ir perceptions o f good value, given the NRA standard 
o f a m ean w h ich  is 8.00 or more (Table 16). The three a ttrib u te s  are; 
1) custom ers are appropria te ly dressed, 2) no ch ild ren  ru nn in g  
around loosely and unsupervised, and 3) custom ers are po lite  and 
have good m anners.
A nother fo u r a ttribu tes  are considered to be ve iy  im po rta n t to 
good value by a t least fifty  percent o f the respondents, though the 
mean scores are less than  the NRA standard (see Table 16). The fo u r 
a ttrib u te s  are: 1) no crying in fants, 2) no custom ers takes too m uch 
tim e  w ith  servers, 3) people look like  having a good tim e, and 4) no 
custom ers smokes a cigarette.
A ll these a ttrib u te s , perceived to be very im p o rta n t a t h igher 
priced restauran ts, are perceived to be a t least som ewhat im po rtan t a t 
m oderately priced restaurants, as shown in  Table 15. The find ings 
suggest th a t custom ers at higher priced restauran ts place a higher 
degree o f im portance on the com pa tib ility  a ttrib u te s  than  a t 
m oderately priced restaurants. This means th a t as average checks go 
up across types o f restaurants, custom ers expect more accordingly. 
O verall, custom ers a t h igher priced restauran ts base a s ign ifican t 
p o rtio n  o f th e ir perceptions o f value received on the experience o f 
ob ta in ing  a com patib le service environm ent. Custom ers who patronize
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a h ighe r priced restau ran t expect and enjoy no t on ly good food and 
service (NRA, 1992) b u t a well-m anaged service environm ent, also.
Perceptions o f C om patib ilitv  A ttrib u te s  and C ustom er Dem ographic
C haracte ristics
As the resu lts  presented in  C hapter 4 show, co n tro llin g  some o f 
the  dem ographic in fo rm a tion  does provide s ig n ifica n t differences 
am ong a ttrib u te  categories. Nevertheless, the dem ographics appear 
lim ite d  fo r the purpose o f segm entation because o f the large am ount o f 
variance in  each category. As Lewis and Chambers (1989) p o in t out, 
dem ographics provide the in fo rm a tion  such as a person’s incom e, age, 
sex, and m a rita l s ta tus. They do no t necessarily te ll us who the person 
re a lly  is . For example, demographics in  th is  study m ay reveal th a t 
someone is 30 years old, m arried w ith  ch ild ren, and earns $40,000 a 
year. Th is person could be a college professor, a policem an, o r even a 
tru c k  driver. Even i f  occupation were asked for, no t m uch is revealed 
abou t the  respondent's lifestyle  o r preferences. In  th is  study, 
co n tro llin g  fo r age te ll us th a t in  m oderately priced and h igher priced 
restauran ts  respondents age 55 to 65 tend to emphasize com pa tib ility  
a ttrib u te s , as compared to other age groups. M arried respondents 
consider com pa tib ility  a ttribu tes  to be more im po rta n t than  the o ther 
m a rita l s ta tus groups a t m oderately priced and h igher priced 
restauran ts. Respondents w ith  household size o f two view 
co m p a tib ility  a ttrib u te s  as more im p o rta n t than  respondents from  the 
other household size groups. A lthough age, m a rita l status, and
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household size have been found to  have an Im pact on respondents’ 
perceptions o f co m p a tib ility  a ttribu tes, these factors above do no t 
exp lain the "why" o f the im pact. Given the large am ount o f variance 
w ith in  each category, responses w ith in  those categories are n o t from  
homogeneous subsam ples to  draw  conclusion from . These resu lts  
suggest th a t dem ographics are n o t an e ffic ien t way to  segment a 
re s tau ran t m arket fo r co m p a tib ility  management.
Limitations
Several po in ts are discussed as lim ita tio n s  o f th is  study. The 
firs t lim ita tio n  concerns the sample used. Due to lack o f tim e and 
m oney th is  s tud y  is restric ted  to the Las Vegas m etropo litan  area. The 
resu lts  o f th is  study m ay no t re flect adequately the  perceptions o f 
residents in  the general p u b lic  na tiona lly . Moreover, a lthough the 
sam ple is random ized th rough a sample random  d ia lin g  technique, no t 
a ll the  residents in  the  Las Vegas m etropolitan area have telephone 
service. According to  the 1990 Census o f P opulation and Housing,
4.26 percent o f the households in  C lark county have no telephone 
service. Part o f the low  incom e fam ilies cannot be reached by 
telephone. Therefore, the sam ple used in  th is  study is skewed s lig h tly  
tow ard a h igher incom e level. In  add ition , some people have m u ltip le  
lis tin g s  o f two or more num bers fo r the same address, w h ich  m ay tend 
to  overrepresent them  in  the popu la tion . A lso, the lis t o f the range o f 
telephone num bers in  use fo r res iden tia l service in  each p re fix  was 
released two years ago in  1991, w h ich  fu rth e r lim its  the  accuracy o f
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sam pling. Moreover, fou r prefixes in  the lis t are no t usable because o f 
non-w orking or business num bers.
A  second lim ita tio n  is  th a t the restauran ts in  th is  study are 
categorized in to  th ree d iffe ren t types, w h ich  are somewhat vaguely 
defined. R estaurants are divided in to  three very general categories— 
fas t food, m oderately priced, and h igher priced restaurants. W ith in  
each category, d iffe ren t specific types o f restauran ts exist th a t provide 
d iffe ren t service environm ents th a t custom ers choose according to 
th e ir needs and w ants. They have d iffe ren t expectations accordingly. 
As ide n tified  by M a rtin  and P ranter (1989), com pa tib ility  a ttrib u te s  
tend to be s itu a tio n a l. Th is suggests th a t custom ers w ill react to 
co m p a tib ility  a ttrib u te s  d iffe re n tly  depending on the specific 
re s tau ran t s itua tions  they are in . Therefore, asking the level o f 
im portance o f com pa tib ility  a ttrib u te s  in  a vaguely defined s itu a tio n  
m ay no t be an idea lly  effective w ay to test the hypotheses.
The th ird  lim ita tio n  concerns the scale used in  the study. By 
ra n k in g  on a scale ranging from  “very im p o rta n t to good value" to “no t 
im p o rta n t a t a ll to  good value,” questions asked in  the survey m ust be 
phrased in  a positive or neu tra l m anner. However, d issatisfiers cannot 
be m easured d ire c tly  in  th is  way. In  order to f it  the scale, the 
d issa tis fie rs m ust be converted in to  "positive" statem ents. Th is 
change m ay reduce th e ir im pact on custom ers' perceptions o f a 
re s tau ran t experience because presence o f a d issa tis fie r m a in ly makes 
custom ers d issatisfied w ith  a service. Absence o f a d issa tis fie r m ay no t 
necessarily enhance custom er satisfaction .
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Recommendation for Future Research
This s tudy provides the in itia l evidence show ing the level o f 
im portance o f the com pa tib ility  a ttrib u te s , as compared to  those 
re stau ran t a ttribu tes used in  the 1992 NRA price-value study. Due to  
the  lim ita tio n s , the find ings o f th is  s tudy are restric ted . The firs t 
suggestion fo r fu tu re  research w ould be to expand the study to  a 
nationw ide sample in  order to be tte r compare to the  NRA study. A  
n a tio n a l sam ple m igh t b e tte r re flec t the  perceptions o f the general 
pub lic .
Second, i t  is suggested th a t fu tu re  researchers take in to  account 
the  specific na ture  o f the occasions and needs th a t custom ers m ay 
have. Th is procedure m ay help to  locate more specifica lly the 
s itu a tio n  th a t the respondent is  re la tin g  to. As ind ica ted by the 1984 
NRA’s restau ran t patrons’ buying behavior study, custom ers choose 
restauran ts depending on various circum stances and needs, inc lud ing  
(1) fast and inexpensive; (2) on fa m ilia r ground; (3) convenient fo r me; 
(4) business o r social ob ligation; (5) fa m ily  meal; (6) special n ig h t out; 
and (7) social fun . Each one is associated w ith  d iffe ren t expectations 
o f a restaurant.
T h ird , fu tu re  researchers should im plem ent a scale th a t can be 
used to  measure the effects o f bo th custom er com patib le and 
incom patib le  behaviors and characteristics. For example, a ra n k in g  
scale o f 1 to 7, th a t measures the feelings about o ther patrons in  
restauran ts, could be desirable, as developed by M a rtin  and P ranter 
(1993). A  score o f 1 means "would n o t bother me." A  score o f 7
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means "would bo ther me enough th a t 1 w ould never re tu rn  as a 
custom er."
F ourth , i t  is  suggested th a t the fu tu re  researchers use life -sty le  
ra th e r th a n  dem ographic data to  see w hether lifesty le  can be a su itab le  
segm entation tool fo r the analysis o f variance. As pointed o u t by 
P lum m er (1974), life -s ty le  is re lated to  a person’s ac tiv ities , in c lu d in g  
(1) how  one spend one’s tim e: (2) w ha t one’s in te rests are: (3) w ha t 
one’s op in ions are; and (4) basic characte ristics, in c lu d in g  
dem ographics and geographic in fo rm a tion . Because perceptions o f 
com pa tib ility  a ttrib u te s  tend to be personal and s itua tiona l, 
perceptions o f th e ir re la tionsh ips to  price-value w ou ld  be re lated 
m ore to  one’s personal preferences and the a c tiv itie s  th a t one is  
engaged in , ra th e r than  mere dem ographics. Inc lu s ion  o f lifesty le  as a 
variab le  m igh t be tte r exp la in some o f the resu lts  and provide support 
fo r the hypotheses.
F ifth , th is  study is lim ited  to restauran t s itua tions. I t  w ould be 
desirable to  undertake s im ila r studies in  o ther service sectors where 
custom ers are expected to  share the service environm ent. Since 
d iffe re n t businesses have th e ir own d is tin c tive  environm ents, there 
shou ld  be some difference in  the im pact o f custom er-to-custom er 
re la tionsh ips to  custom ers' perceptions o f good value in  a  service 
experience between d iffe ren t types o f business. Because the resu lts  of 
re s ta u ra n t studies cannot necessarily be generalized to  o ther service 
establishm ents, studies o f o ther establishm ents w ou ld  he lp be tte r 
understand custom ers' s itua tiona l needs and w ants and also help the
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developm ent o f the concept o f co m p a tib ility  m anagem ent. Then, 
m ore desirable service environm ents could be created to im prove 
perceptions o f service qua lity .
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Sam ple SUSCRIBERS PROPORTION SAMNPLE SIZE
P ro p o rtio  
n  fo r Each 
P re fi:
PREFIX
221 1.485 0.44% 1
251 1,345 0.40% 1
252 1,529 0.45% 1
253 3,521 1.04% 2
254 7 ,228 2.14% 4
255 6 ,725 1.99% 4
256 2 ,7 03 0.80% 2
258 3,7 47 1.11% 2
293 4 ,5 14 1.33% 3
294 1.913 0.57% 1
298 2,331 0.69% 1
361 6 ,3 54 1.88% 4
362 5,7 96 1.71% 3
363 7,827 2.31% 5
364 3 ,4 60 1.02% 2
367 4 .4 98 1.33% 3
368 3 ,3 76 1.00% 2
369 4 .638 1.37% 3
382 3,6 98 1.09% 2
383 1,218 0.36% 1
38 4 3 ,943 1.17% 2
385 1,729 0.51% 1
38 6 1,264 0.37% 1
387 1,136 0.34% 1
388 1,255 0.37% 1
399 5,150 1.52% 3
431 5 ,2 36 1.55% 3
434 5,932 1.75% 4
435 6 ,359 1.88% 4
438 6,917 2.04% 4
451 7,676 2.27% 5
452 7 ,304 2.16% 4
453 7,014 2.07% 4
45 4 7,043 2.08% 4
45 6 7,035 2.08% 4
457 6,461 1.91% 4
458 6 ,948 2.05% 4
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459 6 ,684 1.98% 4
4 7 4 1,114 0.33% 1
564 6,1 00 1.80% 4
565 6 .252 1.85% 4
566 1,670 0.49% 1
597 1,396 0.41% 1
598 1.242 0.37% 1
641 5 .498 1.63% 3
642 6 ,562 1.94% 4
643 5 ,287 1.56% 3
644 5,961 1.76% 4
645 8 ,014 2.37% 5
646 5,841 1.73% 3
647 5 ,747 1.70% 3
648 7,243 2.14% 4
649 5,775 1.71% 3
656 1,066 0.32% 1
658 6,373 1.88% 4
731 3 ,0 37 0.90% 2
732 3 ,1 55 0.93% 2
733 2 ,4 14 0.71% 1
734 2 ,7 94 0.83% 2
735 4 ,389 1.30% 3
736 3,371 1.00% 2
737 3,431 1.01% 2
739 1,607 0.48% 1
791 1,769 0.52% 1
792 2 ,2 80 0.67% 1
795 2 ,043 0.60% 1
796 4 ,272 1.26% 3
798 3 ,047 0.90% 2
870 5,757 1.70% 3
871 5,531 1.64% 3
873 6,393 1.89% 4
876 6,335 1.87% 4
877 3,925 1.16% 2
878 6,227 1.84% 4
893 1,208 0.36% 1
896 3 ,3 60 0.99% 2
897 1,746 0.52% 1
989 2 ,2 06 0.65% 1
O ther 3 ,848 1.14% 2
291 30 0.01% 0
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87 4 81 0.02% 0
299 143 0.04% 0
365 765 0.23% 0
36 6 5 92 0.18% 0
297 553 0.16% 0
47 7 169 0.05% 0
892 251 0.07% 0
872 349 0.10% 0
875 243 0.07% 0
794 672 0.20% 0
TOTAL 193 ,01 8 100.00% 20 0
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QUESTIONNAIRE #1  
PARTI COVER PAGE
Telephone number: _____ - __________________
In te r v ie w e r :_____________
Date:__ / __ / __  Time S ta rt:__ : ____ am; PM Time Ended:___: ____ am. PM
No. of m inutes: ______________
No Answer (IF NO ANSWER AFTER 7 RINGS. HANG UP AND DIAL NEXT NUMBER)
Call # 1: D a t e : ____ / ____ / _______  Time;  ;  am. PM
Call # 2: Date: ____ / ____ / _______  Time:  :  am. PM
Call # 3: D a t e : ____ / ____ / _______  Time:  :  am. PM
Call # 4: D a t e : ____ / ____ / _______  Time:  ;  am. PM
Can # 5: D a t e : ____ / ____ / _______  Time:  :  am. PM
Schedule For Callback
Can # 1: D a t e : ____ / ____ / _______  Time:  :  am. PM
Can # 2: D a t e : ____ / ____ / _______  Time:  :  am. PM
Can # 3: D a t e : ____ / ____ / _______  Time:  ;  am. PM
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PA R Tn QUESTIONNAIRE
1) Hello, rm  XXX, a student at UNLV. I'm conducting a survey about restaurant
visitation and would like to include you among the people living in Las Vegas who 
get to express their opinions. Am I speaking to someone who is 18 or older?
IF  GOTO 9.2.
IF  m
QUALIFIED RESPONDENTS NOT AVAILABLE.
SCHEDULE FOR CALLBACK.
NEW PERSON COMES TO PHONE. GO TO Q. la . 
REFUSED ENTER FOR TERMINATE. (SAY) 
 “Sony to have bothered you."_____________
Male Respondent
Female Respondent  2
la) WHEN NEW RESPONDENT ON LINE. IF NECESSARY, REPEAT INTRODUCTION; 
OTHERWISE. CONTINUE
Hello. I’m. XXX. a student at UNLV. I’m conducting a survey about restaurant 
visitation and would like to include you among people living in Las Vegas who get 
to express their opinions.
(IF REFUSED. ENTER FOR TERMINATE “Sony to have bothered you.”)
2) Your number was selected at random from a random number table. Your answers 
will be absolutefy confidential. The interview should take less than eight minutes 
of your time. Please feel free to ask questions at any lime.
3) As long as I'm asking, what is your age category? (IF NECESSARY. SAY;) Are you 
(READ LIST)?
Under 18 [TALLY and TERMINATE]
18 to 24
25 to 34
35 to 44
45 to 54
55 to 64
65 or older
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4) (Now), thinking about what "good value" means to you. please tell me how 
IMPORTANT each of the following is when you go to a FAST FOOD RESTAURANT. 
Use a scale of 1 to 10. where 10 is VERY IMPORTANT TO GOOD VALUE and 1 is NOT 
IMPORTANT AT ALL TO GOOD VALUE. Use any number from 1 to 10 to best 
describe how you feel.
One ......  Not important at all to good value ......  1
Two ........................................................................... 2
Three ...........................................................................  3
Four ...........................................................................  4
Five ...........................................................................  5
Six ...........................................................................  6
Seven ...........................................................................  7
Eight ...........................................................................  8
Nine ...........................................................................  9
Ten .........  Very important to good value ..........  10
5) The [first/next] factor is [INSERT FACTOR]. (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS]
NOT VERY^^
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
GOOD VALUE VALUE
5a) Qualify of the food ................................................ 1 2 3 4 5 6 7 8 9 10
5b) No crying infants in restaurant ......................... .. .  1 2 3 4 5 6 7 8 9 10
5c) Fresh ingredients ................................................. 1 2 3 4 5 6 7 8 9 10
5d) No customer coughs, sneezes or blows nose .... ... I 2 3 4 5 6 7 8 9 10
5e) Convenient location ............................................. . . .  1 2 3 4 5 6 7 8 9 10
5f) No customer publicly displays alTection,
say by kissing each other .................................... 1 2 3 4 5 6 7 8 9 10
5g) Timely service ....................................................... 1 2 3 4 5 6 7 8 9 10
5h) No customer speaks in a foreign language ....... 1 2 3 4 5 6 7 8 9 10
5i) Alcoholic beverage service ................................... 1 2 3 4 5 6 7 8 9 10
5j) No customer tells racial or ethnic jokes ........... 1 2 3 4 5 6 7 8 9 10
5k) Speedy service ...................................................... 1 2 3 4 5 6 7 8 9 10
51) No customer takes too much time with the
waitress or waiter ................................................. 1 2 3 4 5 6 7 8 9 10
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6) (Now/once again), thinking about what "good value" means to you. please tell me 
how IMPORTANT each of the following is when you go to a MODERATELY PRICED 
SIT-DOWN RESTAURANT WITH TABLE SERVICE. THATS WHERE THE SERVER 
COMES TO THE TABLE TO TAKE THE ORDER AND TO DELIVER THE FOOD AND 
THE AVERAGE CHECK IS LESS THAN $10 DOLLARS PER PERSON. Use a scale of
1 to 10. where 10 is VERY IMPORTANT TO GOOD VALUE and 1 is NOT IMPORTANT 
AT ALL TO GOOD VALUE. Use any number from 1 to 10 to best describe how you 
feel.
7) The [first/next] factor is [INSERT FACTOR]. (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS]
NOT VEKY^^
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
____________________________________________ GOOD VALUE______________VALUE
7a) Quality of the food ....................................................  1
7b) No crying infants in restaurant ............................. 1
7c) Fresh ingredients ...................................................... 1
7d) No customer coughs, sneezes or blows nose .......  I
7e) Convenient location .................................................  1
7f) No customer publicly displays affection.
say by kissing each other ......................................... I
7g) Timety service ...........................................................  1
7h) No customer speaks in a foreign language ..........  1
7i) Alcoholic beverage service .....................................  1
7J) No customer tells racial or ethnic jokes .............. I
7k) Speedy service ........................................................... I
71) No customer takes too much time with the
waitress or waiter ..................................................... 1 2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
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8 ) (Now/once again), thinking about what "good value" means to you. please tell me 
how IMPORTANT each of the following is when you go to a HIGHER PRICED SIT- 
DOWN RESTAURANT WITH TABLE SERVICE AND AVERAGE CHECK OVER $10 
DOLLARS PER PERSON. Use a scale of 1 to 10. where 10 is VERY IMPORTANT TO 
GOOD VALUE and 1 is NOT IMPORTANT AT ALL TO GOOD VALUE. Use any 
number from 1 to 10 to best describe how you feel.
9) The [first/next] factor is [INSERT FACTOR). (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS]
NOT VERY^^
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
 GOOD VALUE______________VALUE
9a) Quality of the food ....................................................  1
9b) No crying infants in restaurant ............................  1
9c) Fresh ingredients ...................................................... 1
9d) No customer coughs, sneezes or blows nose ........ I
9e) Convenient location ................................................. 1
91) No customer publicly displays affection.
s ^  by kissing each other ........................................  1
9g) Timely service ...........................................................  1
9h) No customer speaks in a foreign language ..........  1
9i) Alcoholic beverage service .....................................  1
9j) No customer tells racial or ethnic jokes .............. 1
9k) Speedy service ..........................................................  1
91) No customer takes too much time with the
waitress or waiter ..................................................... I 2 3 4 5 6 7 8 9 10
10) These last few questions are just to divide our interviews into groups.
10a) How many times did you eat at a fast food restaurant during the past month?
(ENTER NUMBER) [____________ ]
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
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10b) How many times did you eat at a moderately priced restaurant during the past
month? (ENTER NUMBER) [____________]
10c) How many times did you eat at a higher priced restaurant during the past
month? (ENTER NUMBER) [___________ ]
11) What is your marital status? Are you [READ LIST]
Single- never married
Married
Separated or divorced
Or. widowed
(DO NOT READ) Refused
12) Including yourself, how many individuals currently live in your household?
(ENTER NUMBER) [_______
PFTHE NUMBER > 1. ASKQ. 12a; OTHERWISE SKIP TO Q. 14)
12a) Are there any children under age of 18 living in your home?
i YES
I  NO [SKIP TO Q. 14]
[_Under $30,000
i Over or equal to $30,000 [SKIP TO Q. 14b] 
' Refused [SKIPTOQ. 15]
I Do not know [SKIP TO Q. 15]
REFUSED [SKIP TO Q. 14]
13) How many children are?
13a) Under six years old? (ENTER NUMBER)__________________ [____________ ]
13b) 6  to 12 Years? (ENTER NUMBER)________________________ [____________ ]
13c) 13 to 17 years old? (ENTER NUMBER)____________________ [____________ j
14) Is your total household income, before taxes, over or under $30,000?
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UNDER $10,000 
UNDER $20,000
$20 ,0 00  or over 
(DO NOT READ) Refused
lDON0t"REA^
14b) Is it (READ LIST)?
Under $40,000
Under $50,000
Under $60.000 
$60,000 or over
( DO NOT READ) Refused
(DO NOT READ) Don't know
15) (VERIFY TELEPHONE NUMBER] I.
Thank you for your cooperation and remember, your opinion counts! Have a nice 
[day/evening]!
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QUESTIONNAIRE #2  
PARTI COVER PAGE
Telephone number:
In terview er:
Date:__ / __ / __  Time S ta rt:___ : ____ am: PM Time Ended;___ : ____ am. PM
No. of m inutes: ______________
No Answer {IF NO ANSWER AFTER 7 RINGS. HANG UP AND DIAL NEXT NUMBER)
Call # 1: D a t e : _____/ ____ / ____ Time;   :   am. PM
Call # 2: D a t e : _____/ ____ / ___  Time:   :   am. PM
Call # 3: D a t e : _____ / ____ / ___  Time:   :   am. PM
Call # 4; D a t e : _____/ ____ / ___  Time:   :   am. PM
Call # 5: D a t e : _____ / ____ / ____ Time:   :   am. PM
Schedule For Callback
Call # 1: D a t e : _____/ ____ / ___  Time:   :   am. PM
Call # 2: Date:  / ____ / ____ Time:   :   am. PM
Call # 3: D a t e : _____/ ____ / ____ Time:   :   am. PM
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PART n  QUESTIONNAIRE
1) Hello, rm  XXX. a student at UNLV. I'm conducting a survey about restaurant
visitation and would like to include you among the people living in Las Vegas who 
get to express their opinions. Am I speaking to someone who is 18 or older?
IF  COTOQJ2. Male Respondent ......... .... 1
IF  NO
QUALIFIED RESPONDENTS NOT AVAILABLE. Female Respondent...... .... 2
SCHEDULE FOR CALLBACK. 1
NEW PERSON COMES TO PHONE. GO TO Q. la . 1
REFUSED ENTER FOR TERMINATE. (SAY)
1 “Sorry to have bothered you."
1
............J
la) WHEN NEW RESPONDENT ON LINE. IF NECESSARY. REPEAT INTRODUCTION; 
OTHERWISE. CONTINUE
Hello. I’m. X X X . a student at UNLV. I'm conducting a survey about restaurant 
visitation and would like to include you among people living in the Las Vegas Area 
who get to express their opinions.
(IF REFUSED. ENTER FOR TERMINATE “Sorry to have bothered you.")
2) Your number was selected at random from a random number table. Your answers 
will be absolutely confidential. The interview should take less than eight minutes 
of your time. Please feel free to ask questions at any time.
3) As long as I'm asking, what is your age category? (IF NECESSARY. SAY:) Are you 
(READ LIST)?
lUnder 18 [TALLY & TERMINATE]
18 to 24
15 to 34
15 to 44
:5 to 54
155 to 64
15 or older
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4) (Now), thinking about what "good value" means to you. please tell me how 
IMPORTANT each of the following is when you go to a FAST FOOD RESTAURANT. 
Use a scale of 1 to 10. where 10 is VERY IMPORTANT TO GOOD VALUE and 1 is NOT 
IMPORTANT AT ALL TO GOOD VALUE. Use any number from 1 to 10 to best 
describe how you feel.
One . Not important at all to good value ...........  1
Two ........................................................................... 2
Three ........................................................................... 3
Four ........................................................................... 4
Five ........................................................................... 5
S ix ........................................................................... 6
Seven ........................................................................... 7
Eight ........................................................................... 8
Nine ........................................................................... 9
Ten .........  Veiy important to good value ..........  10
5) The [first/nextl factor is [INSERT FACTOR). (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS]
NOT VERY
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
GOOD VALUE VALUE
5a) The price range ...................................................... 1 2 3 4 5 6 7 8 9 10
5b) Customers are appropriately dressed ................ 1 2 3 4 5 6 7 8 9 10
5c) Choice of portion size ............................................ 1 2 3 4 5 6 7 8 9 10
5d) Other customers are similar in age .................... 1 2 3 4 5 6 7 8 9 10
5e) Timely service ........................................................ 1 2 3 4 5 6 7 8 9 10
51) No crying infants in restaurant ........................... 1 2 3 4 5 6 7 8 9 10
5g) Clean dining area .................................................. 1 2 3 4 5 6 7 8 9 10
5h) Other customers apparently have similar 
background/lifestyle ............................................ . 1 2 3 4 5 6 7 8 9 10
5i) Food prepared to order ......................................... ... 1 2 3 4 5 6 7 8 9 10
5j) People look like they are having a good time ... 1 2 3 4 5 6 7 8 9 10
5k) Frequent diner program ....................................... 1 2 3 4 5 6 7 8 9 10
51) No customer speaks in a foreign language ........ 1 2 3 4 5 6 7 8 9 10
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6) (Now/once again), thinking about what "good value" means to you. please tell me 
how IMPORTANT each of the following is when you go to a MODERATELY PRICED 
SIT-DOWN RESTAURANT WITH TABLE SERVICE. THATS WHERE THE SERVER 
COMES TO THE TABLE TO TAKE THE ORDER AND TO DELIVER THE FOOD AND 
THE AVERAGE CHECK IS LESS THAN $10 DOLLARS PER PERSON. Use a scale of 
1 to 10. where 10 is VERY IMPORTANT TO GOOD VALUE and 1 is NOT IMPORTANT 
AT ALL TO GOOD VALUE. Use any number from 1 to 10 to best describe how you 
feel.
7) The [first/nextl factor is [INSERT FACTOR]. (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS]
NOT VERY
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
GOOD VALUE VALUE
7a) The price range ...................................................... 1 2 3 4 5 6 7 8 9 10
7b) Customers are appropriately dressed ................ 1 2 3 4 5 6 7 8 9 10
7c) Choice of portion size ............................................ 1 2 3 4 5 6 7 8 9 10
7d) Other customers are similar in age .................... .. I 2 3 4 5 6 7 8 9 10
7e) Timefy service ........................................................ .. .  1 2 3 4 5 6 7 8 9 10
7f) No crying infants in restaurant ........................... .. 1 2 3 4 5 6 7 8 9 10
7g) Clean dining area .................................................. ... 1 2 3 4 5 6 7 8 9 10
7h) Other customers apparently have similar 
background/lifestyle ............................................. 1 2 3 4 5 6 7 8 9 10
71) Food prepared to order ......................................... 1 2 3 4 5 6 7 8 9 10
7j) People look like they are having a good time ... 1 2 3 4 5 6 7 8 9 10
7k) Frequent diner program ....................................... 1 2 3 4 5 6 7 8 9 10
71) No customer speaks in a foreign language ........ 1 2 3 4 5 6 7 8 9 10
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8) (Now/once again), thinking about what "good value" means to you. please tell me 
how IMPORTANT each of the following is when you go to a HIGHER PRICED SIT- 
DOWN RESTAURANT WITH TABLE SERVICE AND AVERAGE CHECK OVER $10 
DOLLARS PER PERSON. Use a scale of 1 to 10. where 10 is VERY IMPORTANT TO 
GOOD VALUE and 1 is NOT IMPORTANT AT ALL TO GOOD VALUE. Use any 
number from 1 to 10 to best describe how you feel.
9) The [first/nextl factor is [INSERT FACTOR]. (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS]
NOT VERY
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
GOOD va lu e  VALUE
9a) The price range ...................................................... 1 2 3 4 5 6 7 8 9 10
9b) Customers are appropriately dressed ................ 1 2 3 4 5 6 7 8 9 10
9c) Choice of portion size ............................................ 1 2 3 4 5 6 7 8 9 10
9d) Other customers are similar in age .................... 1 2 3 4 5 6 7 8 9 10
9e) Timely service ........................................................ 1 2 3 4 5 6 7 8 9 10
90 No crying infants in restaurant .......................... 1 2 3 4 5 6 7 8 9 10
9g) Clean dining area .................................................. 1 2 3 4 5 6 7 8 9 10
9h) Other customers apparently have similar 
background/lifestyle ............................................. 1 2 3 4 5 6 7 8 9 10
9i) Food prepared to order ......................................... 1 2 3 4 5 6 7 8 9 10
9j) People look like they are having a good time , . 1 2 3 4 5 6 7 8 9 10
9k) Frequent diner program ....................................... 1 2 3 4 5 6 7 8 9 10
91) No customer speaks in a foreign language ........ 1 2 3 4 5 6 7 8 9 10
10) These last few questions are just to divide our interviews into groups.
10a) How many times did you eat at a fast food restaurant during the past month?
(ENTER NUMBER) [____________ ]
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lOb) How many times did you eat at a moderately priced restaurant during the past
month? (ENTER NUMBER) [____________ ]
10c) How many times did you eat at a higher priced restaurant during the past 
month? (ENTER NUMBER) I _____
11) What is your marital status? Are you [READ LIST]
Single- never married
Married
Separated or divorced
Or. widowed
(DO NOT READ) loused
12) Including yourself, how many individuals currently live in your household?
(ENTER NUMBER) [____________ ]
(IF THE NUMBER > 1. ASK Q. 12a; OTHERWISE SKIP TO Q. 14]
12a) Are there any children under age of 18 living in your home?
YES
NO [SKIP TO Q. 14]
REFUSED [SKIPTOQ. 14]
13) How many children are?
13a) Under six years old? (ENTER NUMBER) 
13b) 6 to 12 Years? (ENTER NUMBER)
13c) 13 to 17 years old? (ENTER NUMBER)
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14) Is your total household income, before taxes, over or under $30,000?
f  U'nder^O^Obd
[ Over or equal to $30.000 (SKIP TO Q. 14b]
Refused [SKIP TO Q. 15]'
Do not know [SKIP TO Q. 15]
14a) Is it (READ LIST)?
UNDER $10,000
UNDER $20,000
$2 0 ,0 0 0  or over
(DO NOTREAD) Refused
(DO NOT READ) Don't know
14b) Is it (READ LIST)?
Under $40,000
Under $50,000
Under $'60,000
$60,000 or over
( DO NOT READ) Refused
(DO NOT READ) Don't know
15) [VERIFY TELEPHONE NUMBER]
Thank you for your cooperation and remember, your opinion counts! Have a nice 
(day/evening]!
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QUESTIONNAIRE #3  
PARTI COVER PAGE
Telephone num ber: 
In terview er: _____
Date:__ / __ / __  Time S ta rt:___ : ____ am: PM Time Ended:___ : ____ am. PM
No. of m inutes: ______________
No Answer (IF NO ANSWER AFTER 7 RINGS. HANG UP AND DIAL NEXT NUMBER)
C all# 1: D a t e ; _____/ ____ / ____ Time:   :   am. PM
Call # 2: D a t e : _____/ ____ /   Time:   :   am. PM
Call # 3: D a t e : _____/ ____ / ___  Time:   ;   am. PM
Call # 4: D a t e ; _____/ ____ / ___  Time:   :   am. PM
Call # 5: D a t e : _____/ ____ / ___  Time:   :   am. PM
Schedule For Callback
Call # 1; Date: _____/ ____ / ___  Time:   :   am. PM
Call # 2: D a t e : _____/ ____ / ___  Time:   :   am. PM
Call # 3: D a t e : _____/ ____ / ___  Time:   :   am. PM
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PART n  QUESTIONNAIRE
1) Hello, rm  XXX, a student at UNLV. I'm conducting a survey about restaurant
visitation and would like to include you among the people living in Las Vegas who 
get to express their opinions. Am I speaking to someone who is 18 or older?
I IF  ^  GOTO9 .2 .
IF  NQ
QUALIFIED RESPONDENTS NOT AVAILABLE,
SCHEDULE FOR CALLBACK.
NEW PERSON COMES TO PHONE. GO TO Q. la . 
REFUSED ENTER FOR TERMINATE. (SAY) 
“Sorry to have bothered you."
Male Respondent .... 
Female Respondent..
la ) WHEN NEW RESPONDENT ON LINE. IF NECESSARY. REPEAT INTRODUCTION: 
OTHERWISE. CONTINUE
Hello. I'm. X X X . a student at UNLV. I'm conducting a survey about restaurant 
visitation and would like to include you among people living in the Las Vegas Area 
who get to express their opinions.
(IF REFUSED. ENTER FOR TERMINATE “Sorry to have bothered you.”)
2) Your number was selected at random from a random number table. Your answers 
will be absolutely confidential. The interview should take less than eight minutes 
of your time. Please feel free to ask questions at any time.
3) As long as I'm asking, what is your age category? (IF NECESSARY. SAY:) Are you 
(READ LIST)?
Under 18 [TALLY & TERMINATE)
18 to 24
25 to 34
35 to 44
145 to 54
55 to 64
65 or older
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4) (Now), thinking about what "good value" means to you, please tell me how 
IMPORTANT each of the following is when you go to a FAST FOOD RESTAURANT. 
Use a scale of 1 to 10. where 10 is VERY IMPORTANT TO GOOD VALUE and I  is NOT 
IMPORTANT AT ALL TO GOOD VALUE. Use any number from 1 to 10 to best 
describe how you feel.
One ......  Not important at all to good value ......  1
Two ........................................................................... 2
Three ........................................................................... 3
Four ........................................................................... 4
Five ........................................................................... 5
Six ........................................................................... 6
Seven ........................................................................... 7
Eight ........................................................................... 8
Nine ........................................................................... 9
Ten .........  Very important to good value ..........  10
5) The Ifirst/next] factor is [INSERT FACTOR). (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS)
NOT 
IMPORTANT 
AT ALL TO 
GOOD VALUE
VERY 
IMPORTANT 
TO GOOD 
VALUE
5a) Quality of the food .......................................... .........  1 2 3 4 5 6 7 8 9 10
5b) Customers are appropriately dressed ......... 1 2 3 4 5 6 7 8 9 10
5c) Timely service .................................................. 1 2 3 4 5 6 7 8 9 10
5d) No crying infants in restaurant .................... ........  I 2 3 4 5 6 7 8 9 10
5e) Clean dining area ........................................... .........  1 2 3 4 5 6 7 8 9 10
5f) No children running around loose and
unsupervised ................................................... 1 2 3 4 5 6 7 8 9 10
5g) Friendly staff ................................................... 1 2 3 4 5 6 7 8 9 10
5h) Customers are polite and have good manners .... 1 2 3 4 5 6 7 8 9 10
5i) Availability of children's menu ................... .........  1 2 3 4 5 6 7 8 9 10
5j) No customer takes too much time with the
waiter or waitress ........................................... ......... 1 2 3 4 5 6 7 8 9 10
5k) Frequent diner program ................................ 1 2 3 4 5 6 7 8 9 10
51) No customer smokes a cigarette ................... 1 2 3 4 5 6 7 8 9 10
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6) (Now/once again), thinking about what "good value" means to you, please tell me 
how IMPORTANT each of the following is when you go to a MODERATELY PRICED 
SIT-DOWN RESTAURANT WITH TABLE SERVICE. THATS WHERE THE SERVER 
COMES TO THE TABLE TO TAKE THE ORDER AND TO DELIVER THE FOOD AND 
THE AVERAGE CHECK IS LESS THAN $10 DOLLARS PER PERSON. Use a scale of
1 to 10. where 10 is VERY IMPORTANT TO GOOD VALUE and 1 is NOT IMPORTANT 
AT ALL TO GOOD VALUE. Use any number from 1 to 10 to best describe how you 
feel.
7) The [first/nextl factor is [INSERT FACTOR). (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS)
NOT VERY
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
____________________________________________ GOOD VALUE______________VALUE
7a) Quality of the food ...................................................  1
7b) Customers are appropriately dressed ..................  1
7c) Timely service ..........................................................  1
7d) No crying infants in restaurant ............................ 1
7e) Clean dining area ....................................................  1
71) No children running around loose and
unsupervised ............................................................  I
7g) Friendly stair ................................................... I
7h) Customers are polite and have good manners .... 1
7i) Availability of children’s menu ............................  1
7j) No customer takes too much time with the
waiter or waitress ....................................................  1 2 3 4 5 6 7 8 9 10
7k) Frequent diner program   1 2 3 4 5 6 7 8 9  10
71) No customer smokes a cigarette ...........................  1 2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
2 3 4 5 6 7 8 9 10
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8) (Now/once again), thinking about what "good value" means to you. please tell me 
how IMPORTANT each of the following is when you go to a HIGHER PRICED SIT- 
DOWN RESTAURANT WITH TABLE SERVICE AND AVERAGE CHECK OVER $10 
DOLLARS PER PERSON. Use a scale of 1 to 10, where 10 is VERY IMPORTANT TO 
GOOD VALUE and 1 is NOT IMPORTANT AT ALL TO GOOD VALUE. Use any 
number from 1 to 10 to best describe how you feel.
9) The (first/next) factor is (INSERT FACTOR). (REPEAT ABOVE INSTRUCTIONS 
AS NECESSARY) [ROTATE FACTORS)
NOT VERY
IMPORTANT IMPORTANT
AT ALL TO TO GOOD
GOOD VALUE VALUE
9a) Quality of the food .................................................. I 2 3 4 5 6 7 8 9 10
9b) Customers are appropriately dressed ................. 1 2 3 4 5 6 7 8 9 10
9c) Timely service ......................................................... 1 2 3 4 5 6 7 8 9 10
9d) No crying infants in restaurant ........................... 1 2 3 4 5 6 7 8 9 10
9e) Clean dining area ................................................... .. 1 2 3 4 5 6 7 8 9 10
9f) No children running around loose and 
unsupervised .......................................................... 1 2 3 4 5 6 7 8 9 10
9g) Friendly s ta ff.......................................................... 1 2 3 4 5 6 7 8 9 10
9h) Customers are polite and have good maimers ... . 1 2 3 4 5 6 7 8 9 10
91) Availability of children’s menu ........................... 1 2 3 4 5 6 7 8 9 10
9j) No customer takes too much time with the 
waiter or waitress ................................................... 1 2 3 4 5 6 7 8 9 10
9k) Frequent diner program ....................................... 1 2 3 4 5 6 7 8 9 10
91) No customer smokes a cigarette ........................... 1 2 3 4 5 6 7 8 9 10
10) These last few questions are just to divide our interviews into groups.
10a) How many times did you eat at a fast food restaurant during the past month? 
(ENTER NUMBER) [
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lOb) How many times did you eat at a moderately priced restaurant during the past 
month? (ENTER NUMBER) I _________
10c) How many times did you eat at a higher priced restaurant during the past
month? (ENTER NUMBER) I____________ ]
11) What is your marital status? Are you (READ LIST]
Single- never married
M arried
Separated or divorced
Or. widowed
(DO NÔTREÂbrRélused
12) Including yourself, how many individuals currently live in your household?
(ENTER NUMBER)________________________________________ [_______
PF THE NUMBER > 1. ASK Q. 12a; OTHERWISE SKIP TO Q. 14]
12a) Are there any children under age of 18 living in your home?
13) How many children are?
13a) Under six years old? (ENTER NUMBER) [.
13b) 6  to 12 Years? (ENTER NUMBER) [.
13c) 13 to 17 years old? (ENTER NUMBER) [.
14) Is your total household income, before taxes, over or under $30.000?
Under $30.000
Over or equal to $30.000 (SKIP TO Q. 14b]
Refused [SKIP TO Q. 15]
i Do not know [SKIP TO Q. 15]
YES
NO [SKIP TO 9.14)
REFUSED [SKIP TO Q. 14)
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
14a) Is it (READ LIST)?
159
UNDER $10,000
UNDER $20,000
^2 0 .0 00  or over
(DO NOT READ) Refused
(DO NOT READ) Don't know
14b) Is it (READ LIST)?
Under $40,000
Under $50,000
Under $60,000
$60,000 or over
( DO NOT READ) Refused
(DO NOT READ) Don’t know
15) [VERIFY TELEPHONE NUMBER] 1.
Thank you for your cooperation and remember, your opinion counts! Have a nice 
[day/evening]!
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APPENDIX C
Telephone Interview  G uidelines and In s tru c tio n s
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INTRODUCTION AND GUIDELINE FOR TELEPHONE SURVEY 
Introduction
The purpose o f the m anual is designed to help you become a 
good and effective interview er. Th is m anua l consists o f three parts, 
in c lu d in g  general in fo rm a tion  o f the survey, telephone in te rv iew ing  
techniques guidelines, and survey in trodu ction .
Part I: General Inform ation of The Survey 
A. Purpose o f Survey
The purpose o f th is  survey is to understand custom ers' price- 
value perceptions in  term s o f th e ir expectations w ith  restaurants.
T h is  s tud y  is  designed to explore a new concept w ith  regard to 
custom er com patib le characteristics and behaviors. The in fo rm a tion  
generated by th is  survey w ill help to expand cu rre n t service m arketing  
lite ra tu re . Y our ro le in  assisting the interview s is greatly im po rtan t,
B. Sam pling M ethod
The telephone num ber was generated by sample random  d ig it 
technique w ith o u t using any lis t such as the telephone directory. 
Therefore, we do no t have the name and address o f the respondents.
C.Data
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The in fo rm a tion  obtained from  respondents is  abso lu te ly 
con fiden tia l. We have no name and address o f respondent. A  to ta l o f 
200 residents in  Las Vegas area are selected. No in d iv id u a l' responses 
w ill be sort out.
D. Survey Questioxis
Q uestion 1 to 3 : The purpose o f the in trodu ction  is  to get you r foo t in  
the  door. More accurate ly, we w an t to  get and keep the respondent 
on the line . Read the in tro d u c tio n  confidently b u t carefu lly.
The questions are set up to  ask fo r a qualified respondent over 
age 18. I f  qualified respondent is no t available, schedule fo r a callback 
o r ca ll back a t o ther tim e period. I f  the respondents refuse, delete 
th a t num ber and go to  next num ber.
Q uestion 4 to  5: Th is  question asks the respondent to  ra te  the various 
re s tau ran t a ttrib u te s  in  de term in ing the level o f im portance o f these 
a ttrib u te s  to th e ir value perceptions a t fast food restauran ts. Th is 
question provides us the in fo rm a tion  o f fast food re s ta u ran t patrons' 
value perceptions. Fast food restaurants are defined as lim ited -m enu 
restauran ts w ith  no table service, include those types o f 
establishm ents w h ich  are p rim a rily  se lf service and w h ich  m ay offer 
ca rry  ou t as w ell as d in in g  in  service. The cost o f the m eal is re la tive ly 
inexpensive w ith  average checks o f $3.80.
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Q uestion 6 to 7 : Th is question asks the respondent to  ra te  the various 
re s tau ran t a ttrib u te s  in  determ in ing the level o f im portance o f these 
a ttrib u te s  to  th e ir value perceptions a t m oderately priced restaurants. 
M oderately priced restauran ts are defined as lim ited -m enu 
restauran ts w ith  tab le  service, includes com m ercial cafeterias, coffee 
shops, and fam ily  type restaurants. These establishm ents offer 
w a ite r/w a itress service in  a casual d in in g  atm osphere. The average 
check fo r a meal is $6.48.
Q uestion 8 to  9 : T h is  question asks the respondent to ra te  the various 
re stau ran t a ttrib u te s  in  de term in ing the level o f im portance o f these 
a ttrib u te s  to th e ir value perceptions a t h igher priced restauran ts. The 
h igher priced restauran ts are defined as fu ll-m enu  restauran ts w ith  
tab le service or atm osphere restaurants, includes w h ite  tab leclo th  
restaurants as w e ll as them e restaurants. Em phasis is  often on 
frie n d ly  w a ite r/w a itre ss  service as w ell as the overall atm osphere o f 
the restauran t. The average check o f the m eal is re la tive ly  expensive 
a t $10.00 or more per person.
Q uestion 10 to 15: Th is section serves to use the dem ographic 
in fo rm a tion  to  determ ine its  re la tionsh ips w ith  re s tau ran t custom ers' 
value perceptions
Part II: Telephone Interview ing Techniques G uidelines
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A. Role o f the Interviewer
The in te rv iew er is  a neu tra l m edium  through w h ich  questions 
and answers are transm itted . The in te rview er’s presence shou ld  n o t 
a ffect the respondent’s perception o f a question, n o r the k in d  o f 
answer th a t is  given.
(1 ) Avoid in te rjec tin g  you r own opinions.
(2 ) Avoid being “clever."
(3 ) Avoid any unnecessary or overly en thusiastic  re inforcem ent 
such as “DY-NO-MITEÜ”
(4 ) Be an “active" listener, b u t on ly give the m in im um  of 
re in forcem ent, such as “O K,""I see," o r the rapeu tic  g ru n ts  
"u h -h u h ."
(5 ) Never suggest an answer.
B. Balanced R apport
The telephone in terview  is s till a social in te rac tio n  s itu a tio n . As 
an in terview er, the respondents w ill re late to you no t on ly according 
to yo u r respective roles b u t also as ind iv idua ls . Y our re la tionsh ip  w ith  
respondents m u st be established such th a t it  w ill no t s tim u la te  e ithe r 
incom plete responses or biased responses based on “over-rapport" or 
an overly “m echanical" in terview ing style. U sua lly the respondent w ill 
try  to  please you and w ill often give “socia lly desirable" answers in  
order to  get yo u r re inforcem ent. Telephone in te rv iew ing  ca lls fo r us 
to  drop the persuasive tactic , except when in tro d u c in g  the in te rview .
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I t  is  the on ly tim e th a t we use ou r powers o f persuasion to get 
prospective respondent to agree to an in terview .
C General Tasks o f Interviewer
( 1 ) accurate com m unication o f questions;
(2 ) m axim izing the respondent’s a b ility  and w illingness to answer;
(3 ) lis te n in g  active ly to determ ine w ha t is re levant;
D. Specific Tasks
( 1 ) Be fa m ilia r w ith  the questionnaire.
(2 ) Follow  question w ording and question order exactly; ask a ll o f 
the questions.
(3 ) Record responses exactly.
(4 ) Be casual, conversational, and friend ly.
(5 ) Record firs t answer; i t  is usua lly  closest to the tru th .
(6 ) Double check you r ins truc tions before you begin.
(7 ) Repeat answers fo r respondent i f  there is any doubt.
(8 ) Double check questionnaire to be sure th a t a ll item s have been 
answered, answers recorded correctly, and sta tus in fo rm a tion  
(Part 1 o f questionnaire) com pleted.
E. Final Comments
M ost people like  to ta lk  about themselves and w ha t they know. 
Once th e ir in itia l anxieties are relieved, respondents w ill ta lk  because 
o f th is  fact and because of the guarantee o f a good lis te n e r—you.
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FEEDBACK TO THE RESPONDENT
Throughout the interview , you should give the respondent an 
ind ica tion  th a t he /she  is  doing a good jo b  o f answering the questions. 
Th is does no t mean th a t you are im p ly ing  agreement o r disagreem ent 
w ith  the  responses given, b u t ra the r th a t you r approve o f h is /h e r 
behavior in  the ro le o f respondent. You can re in force the respondent 
by g iving h im /h e r positive feedback in  the form  o f ne u tra l com m ents.
“Yes."
“1 see."
“ O K ."
“U h -h u h .
Part ni: Survey Instructions
A  Introduction
Past research ind ica tes th a t telephone in terview s are seldom 
term inated once started. However, i f  a refusal is to occur, i t  w ill be 
between the in tro d u c to ry  message and the firs t question. Therefore, 
i t  is  crucia l th a t you state clearly who you are, who you represent, and 
w hy you are ca lling . Respondents need to feel th a t th e ir op in ions are 
im p o rta n t and necessary fo r the survey to be va lid . I f  they hesitate, 
even a fte r the in trodu ction , you may have to do some prodding:
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“Th is w on’t  take m uch tim e and we re a lly  w an t yo u r op in ions."
“Since yo u r num ber was draw n, we need to ta lk  to you in  order 
fo r ou r survey to be va lid , a tru e  representation o f the 
com m un ity ."
“Let me rem ind you th a t yo u r responses are absolute ly 
c o n fid e n tia l."
B. Whom to  Interview
( 1 ) R esidentia l telephones only. No business telephones.
(2 ) We are seeking the op in ion o f a d u lt members o f households, 
age 18 and over.
(3 ) In terview  the person who is selected by means o f the 
random  selection procedure specified in  the in tro d u c tio n  to 
the questionnaire. Do no t sub stitu te  respondents.
(4 ) I f  the  selected respondent is no t available, try  to establish a 
tim e th a t w ill be convenient fo r a ca ll-back (we are no t lim ite d  
to early evening hours). I f  NO ANSWERS, try  to ca ll a t d iffe ren t 
tim e .
C  How Much Inform ation to  Give
( 1 ) Read questions precisely, as w ritte n . I t  is extrem ely im p o rta n t 
th a t everyone be asked the same question in  the same way.
Even a difference in  one word could d ram a tica lly  change the 
m eaning and, thus, the response.
(2 ) In fo rm a tion  th a t you can provide to  the respondent is  lis te d  in  
the questionnaire. Do no t go beyond th is  in fo rm a tion  to 
in te rp re t questions from  the respondent. Key phrases you 
m igh t use to answer questions are:
"We w ould like  you to answer the question in  term s o f the 
way i t  is stated. Could 1 read i t  again fo r you?"
D. Record Every Call You Make
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Record every call you make, even though the num ber was n o t 
w ork ing , no answer was received, o r the in te rv iew  was no t com plete.
£ . Handling Refusal
A  good standard fo r w hich you should try  to strive  is  to achieve 
fo u r com pletions fo r every one re fusal or p a rtia l. I f  a re fusa l occur, be 
sure to  provide an explanation o f w hy refusals are ha rm fu l to the 
survey purpose. Some statem ents are recommended to  deal w ith  
refusal.
"I'm  sorry we've bothered you a t w hat apparently is  a bad tim e 
fo r you. I f  there is  a be tter tim e to ca ll back."
'T h is  in te rview  won’t  take you too long."
"I'm  sorry we've bothered you a t w hat apparently is  a bad tim e 
fo r you." You can then continue by e ither asking is  there is a 
be tte r tim e to call back or by s im ply s ta ting  th a t a ca ll-back w ill 
be made.
F. Do Not Sm oke, Eat, or Drink Anything while interview ing.
W hile conducting the interview , you have too m uch to 
concentrate on w ith o u t having to w orry about dropping an ash or 
s p illin g  a d rin k  onto inappropria te  places.
F. A fte r You Hang Up
Go back over every single question and make sure a ll answers 
are c lea rly  m arked.
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